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PerFORMance VALUES 





The foot energy and activity of 
American men in all duties and 
services are increased by well-bal- 


anced JOHNSONIAN Shoes. 


Guide your customers in ways of 
finding satisfaction in good 
JOHNSONIAN shoes. Each cus- 
tomer's individual freedom of per- 
sonality may find expression in a 
choice of a good fitting last, on a 
smart pattern, in the right color 
and material — manufactured in 


‘ conformity to National needs and 


In back of every 
JOHNSONIAN shoe 


is a vast experience 
of a great 


zation skilled in every process — 
national 


TOT ROS 


regulations. 


8508—Tan Kip bal, perfor- 
ated tip, oak sole, rubber 


heel, B, C, D, 6-12 


SOMETHING HAS BEEN ADDED 
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THE ASSOCIATION THAT IS FIGHTING YOUR BpattTLes 





AXL No 18, BOOP AND SHOE RECORDER, published every Saturday by Chil 
March . 1879. Subseription price $3.00 per year. Printed in U. 8. A. (Canadian rate $3.00 plus $0.50 for Canadian War E 


For the balance of the year 1942, a membership in the 
National Shoe Retailers Association with full privileges 
. And it's all yours just for the asking. 


The Recorder is making it possible for Fae to take your 


place today with your fellow retailers h this com- 
plimentary membership offer. Join this “fellowship and 
avail rself of the valuable services which the N. S. 
R. A. furnishes its members. 


Get behind the Association in its efforts to represent the 
shoe retailers of the country in all matters affecting their 


BOOT AND SHOE RECORDER 
COMPLIMENTARY MEMBERSHIP 
in the NATIONAL SHOE RETAILERS ASSOCIATION 


The Recorder is extending 
this extraordinary privilege 
to its readers with the hope 
that they will continue as 
members in the National 


Volume up to $50,000 


—the fighting friend of 
united shoe retailing. 
Branch stores. 


Please check your classification by volume. 


‘Volume $50,000 to $100,000 
Volume of more than $100,000 


interests. As a member you will receive the concise 
N. S. R. A. fashion service, including National Footwear 
News, Official Shoe Style Forecasts, and Color Identifica- 
tion Guides. 


Every shoe store owner, or manager of a shoe store, or 
shoe department is eligible for this complimentary mem- 
bership, and will receive all the benefits and privileges 
of the National organization, including all bulletins, re- 
ports and services issued by the N. S. R. A. Send this 


coupon today! 





(Date) 


CJ We desire to accept your complimentary 
offer for membership in the N. S. R. A., for 
O the balance of the year 1942—at no 





THIS OFFER CLOSES 
JULY 15TH. 
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All classifications receive the same service. 


Mail this application to 


BOOT AND SHOE RECORDER City 
100 E. 42nd St., New York 





Oo cost to us. This is your authority to enroll 
our name. 

‘= 
Firm Name 
Street Address 





State. 








Authorized By 














Iton Company (ioc.). Entered as second class matter November 


23 
tax—making total of 








, 1982, at the oe Office in Philadelphia under 
$3.50 














George J. Fitzgerald finds 
Miss Karber’s right foot 
greatly improved in its 
muscle strength — for 


when she first came to 
the store it was flat, 
weak, much-troubled with 
bunion and sore spots. 
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Well, Miss Karber now 
lends her old crutches 
to anyone needing 
them — for she has 
found, through . the 
kindly cooperation of 
doctor and shoe man 
that both, working to- 
gether, make locomo- 
tion in shoes possible 
—and smart - looking 
shoes too—W. B. 
COON's best! 


Step by step the customer 
is informed what is being 
done and Why. Here she is 
shown the adjustment of an 
insole—made to precise pre- 
scription measurements to 
accommodate the club foot 
characteristics of her left 
foot. 
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Step by step he mechanical adjustments were 
made—and the progressive improvements are 
above shown. They required an infinite patience 
and tolerance for time plus unusual W, B. COON 
lasts and the skills of Palter & Fitzgeral. 


THE LAME AND THE Hi 
WALK AGAIN . . 
IN W. B. COON SHO! 


On the day we took these pictures, Johanna Karber of 
mond Hill, Long Island, was as happy a young lady as you 
ever hope to see. She was going to the Navy YMCA dan 
her new W. B. COON shoes. 


Now, let’s get her story: Miss Karber says: “I’ve had foot 
ble ever since childhood, when I had spinal meningitis. 
the years I have had several surgical operations and for 3 
time’ I was unable to walk. You see, my right foot was fi 
the muscles were terribly weak; and my left foot was 4 
foot. ‘Naturally, I've tried everything, but the first real 
came to me through Palter & Fitzgerald. These thorough 
men, with infinite patience and care, made many prog 
changes in the balance and support of my feet so that t¢ 
walk—and yes, dance—because of their work in making" 
ical corrections. 


“I wear oxfords and, believe it or not, recently | we 
Washington and spent an entire day sightseeing. My girl 
were totally exhausted in their high heels, while I was 
everything. Actually, shoes are responsible for my activiti 
business woman, member of the Business and Prole: 
Women’s Club and a U.S.O. worker after office hours. I've 
said I don’t have a lot of bodily ills because of my shoes # 
ability they give me to walk and enjoy life. Only those ¢ 
of foot locomotion can appreciate my regard for the W° 
Palter & Fitzgerald and the shoes from the W. B. ‘ 
COMPANY. 
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W. B. COON SHOES GIVEN 
MECHANICAL ADJUSTMENTS 
BY MERCHANTS TO FILL 
PRESCRIPTIONS PRECISELY 





LEARN HOW TO DO IT YOURSELF— 


scription business is the test of good shoes and good ser- * relhgpaht cba Me : B pa 
" - arry Palter (above) w s partner, George J. z- 
. So many stores selling W. B. COON shoes have qualified gerald (both below) live a business life intently at 297 
P . ° : ° Livingston Street, Brooklyn, N. Y.—for they find in every 
ir experience before the medical fraternity that we take this prescription an opportunity ‘to serve troubled feet. Check- 
° : ing and double-checking every fitting, they have worked 
portunity to emphasize the fact that skilled hands and brains out a formula for fectwear-cerrection—by Golag it the 


. . practical way. 
shoe stores follow carefully the instructions of doctors—to Sor over 86 years the ame Vituberalé has been acse- 


. . ciated with this personalized work of giving comfort and 
e balanced locomotion to the lame, the halt, the sick and Sanat le Uiseenad GA pales of pretetel dott. 


More power to them for in war time their work is inval- 
uable to U. S. 


To this phase of our business we devote all our care and atten- 
m to unusual lasts and fine shoe-making so that the store may 
fill its services to those with foot problems. 


aturally, we cannot make all adjustments at the factory and so 
majority of our W. B. COON merchants make the mechanical 
ustments within their stores or through skilled shoe repair mex 
ther community. 


areful shoe fitting may help feet with bunions, corns, callouses, 
t heels and other weaknesses needing foundational support 
ough Free Treads, Outflares and the Tri-Balance insole 
ations. 


B. COON Shoes — SELECTIVE INSTOCK 
RVICE —is now on a war-basis of opera- 

tilizing only those materials not essen- 
to our military forces. 


A—FREE TREADS: A related series of 
broad tread straight lasts. 


B—OUTFLARES: A related series of 
broad tread outflare-lasts. {Both of the 
above groups are available with the 
TRI-BALANCE insole as well as in the con- 
ventional welt construction.) 


) 














THE LAST, foundation of shoe line and form, 
is a determining factor in the interpretation 
of style. At the United Last Company‘’s New 
York Style Studio, an experienced staff keeps 
alert to the trends in shoe styling so that 
United last service to the shoe industry can 
be constantly up to the minute. 


Wheat are the latest style indicators? 
From the heart of the nation’s shoe style 
center, veteran Bill Burger reviews to- 
day's fast moving events, notes changes 
which may affect last and shoe design. 
Many shoe men seeking guidance in the 
decisions before them find his 38 years 
of practical experience in the last and 
shoe industry give valuable support to 
his views. 


What heel heights are going to head 
the list? How are upper patterns be- 
ing affected? Between trips into the 
field, Lloyd Brown (BROWNIE) finds 
these and a dozen more questions on 
the lips of shoe men visiting New York. 
His answers, based on a keen obser- 
vation of current style demands, are 
full of timely, useful style information, 


bie igz bad x eran, 
j K 4 


~ 


On your next visit to New 

York make a call at the Style 

Studio, Room 503 Marbridge 

Building .. . you will find it 

worth while. The number of UNITED 
visitors to the Style Studio 40 FEDER 
has increased substantially 

each year since 1939 when 

this advisory and last styling 

service. was instituted. 
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Restrictions on shoe patterns 
give extra selling power to the beauty of 


Norwegian Calf 


When frills are out, attention centers on leather. And why not — in the virile 
spirit of the times? Norwegian Calf takes the situation in its stride. This vege- 
table tannage, a favorite for custom shoes, needs no fancy patterns to set off its 
handsome grain, its richly beautiful colors . .. And busy men (and women) wel- 
come the healthful comfort of its luxurious softness, a softness that defies repeated 
wettings and dryings ... Feature the leather that helps you keep leadership, 
with talking points that sell, regardless of patterns. Order the Gallan numbers 

of leading manufacturers. A. F. Gallun & Sons Corporation, Milwaukee, Wis.  @gimis 


Norwegian Calf Cretan Calf Eskimo Calf 
hand-boarded grain smooth but not glazed water-resistant 
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ON YOUR toes! The public has 
the money and can be sold. Don’t 
get befuddled and bemuddled and 
in the position of bewailing your 
fate. Your stock is intact and full 
of seasonal merchandise and al- 
though it is true the public is not 
breaking down the doors to get 
each and everything you have, it 
still is in a position to say: “Show 
me! I can buy.” 

If you have sport shoes, now is 
the time to sell them. They are 
not particularly good merchandise 
to hold over—if they are in two 
colors and fancy free. The mood 


of the public is changing towards 
simpler and more inconspicuous 
things. The wild colors and wild 
patterns, particularly in men’s 


shoes, need to be sold. 

Be of good cheer. The Ameri- 
can man, particularly if he is not 
vulnerable to the draft (being be- 
low or above the fighting age) is 
still a male who struts his stuff. 
Remember, too, Summer heat is on 
your side. It is’ going to do some- 
thing to that toil-weary worker who 
has a Sunddy to spend hanging 
around the premises or, if he can 


June 27, 1942 


olce 


JUNE 27, 


1942 


i Trade 


get to the beach, so much the bet- 
ter. He will buy; and it is up to 
you to sell him. 

After all, the war hasn’t hit its 
most devastating blows as yet. 
There is food to eat. There is extra 
time to be spent because man can- 
not live by work alone. So put on 
your selling suit and give him the 
“wor 





K. N. MERRITT, president of the 
National Federation of Sales Ex- 
ecutives, says: 

“I believe nothing worthwhile 
can be accomplished without men. 
I believe there is a splendid some- 
thing in men that makes them work 
hard to achieve even when things 
go wrong. I believe America has 
grown by reason of its men. I be- 
lieve America has achieved by 
reason of men and America will 
win this war by reason of the man- 
power that is hers. 

“You and I and the men who 
work with us will not be found 
wanting. 

“America was a great land when 
Columbus discovered it. America 
is a great Nation because the spirit 
of the people is in their work.” 


LAWSON H. RILEY, general man- 
ager of M. Mclnerny, Ltd., who 
operate a new, modern, air-condi- 
tioned shoe store for men in Hono- 
lulu and who have the downtown 
franchise for Florsheim shoes, 
writes Boot and Shoe Recorder of 
conditions in the Hawaiian capitol 
as follows: 

“Business continues very 
and retail merchants are now in a 
position to apply for shoe ship- 
ments by boat, parcel post as well 
as regular freight only on a control 
basis from Hawaii. Morale still 
continues very high here and in 
spite of nightly biackouts and other 
war restrictions, some of the larger 


good 


BUSINESS Is 
VERY GOOP 
iN HONOL 


beach hotels are having blackout 
dances which are attended pri- 
marily by Army and Navy officers, 
as well as certain civilians who 
make reservations and remain over- 
night at the hotel. 

“Never a day passes but we sell 
quite a number of I. Miller high 
style shoes but the low heel walk- 
ing shoes and play shoes are our 
biggest individual sellers at the 
present time, due to war activities. 
Women still like to see and will 
buy beautiful shoes. Now that 


our blackout curfew has been ex- 


7 











tended to 8 o’clock at night, there 
are quite a number of dinner 
parties starting at 5 o'clock to 
which the women wear long 
dresses. 

“So you see, there is some effort 
on the part of certain merchants 
to keep style merchandise before 
the buying public.” 


* * + 


WHEN an inducted draftee any- 
where in the Middle West is re- 
jected or put into a 1-B or 4F 
classification because of flat feet, 
misshapen arches, enlarged joints, 
etc., the chances are that he will 
be sent to the new Army Foot 
Clinic recently opened by the Sev- 
enth Corps Area at Jefferson Bar- 
racks, south of St. Louis, Mo. 
Here, any type of correctable 
foot trouble can be quickly reme- 
died from a stock of specially con- 
structed arch support and odd-size 
shoes made up by the Army on 
special order. If the draftee is 


Ceo 


sound otherwise, the Army, will 
even make up special shoes for him 
and provide enough pairs to last 





him for his military service. Flat 
feet, bunions and even misformed 
feet are being corrected or fitted 
comfortably daily at the Army post. 
Use of special shoes is thus supply- 
ing an extra number of men who 
otherwise would be returned to 
civilian life. 

The shoe and foot clinic is part 
of the large distribution center at 
Jefferson Barracks, from which 
men are sent to all parts of the 
country for training. Most of those 
with bad feet are being sent to non- 
combatant training positions, al- 
though there have been scores who 
volunteered for combat service 
after experiencing the foot-correc- 
tion plan. From thirty to fifty sol- 
diers are being thus outfitted per 


week. 


ADDRESSING the convention of 
the American Leather Chemists’ As- 


sociation in Columbus, Ohio, Mer- 








—We have a good friend, a top- 
notch shoe salesman who, when- 
ever he meets an acquaintance, 
or is introduced to anyone says: 
"The name's Sullivan." 

—And this practical gesture on 
Frank's part prevents many an 
idaand tine 

—For there's nothing more embar- 
rassing than to be introduced to 
a man in mumbling words and 
then wonder what his name really 
is. 

—To one who attends conventions 
all over the map, and meets hun- 
dreds of men in the course of a 
year, there is nothing more irri- 
tating than to have someone gri 
your paw and say: "Bet you don't 
remember my name." 

—Of course know the man but 
it would take a memory expert to 
keep all those hundreds of names 
on the ye your tongue. 

—Follow nk Sullivan's happy 
habit and you'll save yourself and 
the other guy lots of worry. 


SUT 


President 





rill A. Watson, executive vice-presi- 
dent of the Tanners Council of 
America, said: 

“Another and equally important 
problem has been crystallized by 
the war. While leather has been 
equal to the normal standards of 
the industry’s experience, the ques- 
tion now arises whether those 
standards are high enough and 
whether new standards may not be 
necessary... . 

“If we dare look beyond the 
months ahead in which everything 
will be subordinated to achieve vic- 
tory, one conclusion is inescapable. 
A tremendous impetus will be given 
by the war to the practical realiza- 
tion of industrial research. New 
products and new techniques will 
change the fate of the industrial 
future. The advantages of tradi- 
tional acceptance, habits and cus- 


tomary markets will be leveled out 
and most industrial products will 
be scratch starters. Only those in- 
dustries will meet the test which 
have learned the organic relation 
between science and business. The 
leather industry cannot afford to 
pay lip service to research because 
the future of this industry will 
largely depend on our ability to 
meet more exacting inter-industrial 
competition than ever before. The 
objectives before you are simple: 
Better Quality — Greater Durabil- 
ity — Lower Cost of Production. 


* * * 


EDWARD J. PECHIN, of the Plas- 
tics Division, E. I. DuPont de 
Nemours & Co., Arlington, N. J., is 
Chairman of the Attendance Pro- 
motion Committee of the National 
Industrial Advertisers Association, 
Inc. He is whooping it up for the 
WAR CONFERENCE, to be held 
June 29, 30, July 1, at The Tray- 
more in Atlantic City, N. J. Mr. 
Pechin says: 





“This is a very significant meet- 
ing, held to discuss the radical and 
rapid changes that are taking place 
in present-day marketing. Changes 
that effect our very welfare. And 
the more heads we have, the more 
ideas will be hatched on such per- 
tinent problems as—war produc- 
tion drives, conservation and sal- 
vage plans, employee morale pro- 
grams, war-time space advertising, 
job training in industry and post- 
war planning. 

“Why not plan to come. This 
will be one of the most important 
conferences of the year with Gov- 
ernment officials, industrial execu- 
tives and advertising men from all 


branches of industry present.” 
- 7 - 


“A SALUTE from the Navy. 


Ernest B. Tracy, vice-chairman 
of the National Citizens Commit- 
tee, says: 

“The National Citizens Commit- 
tee of the Navy Relief Society 
would like to thank you and your 
organization for your generous 
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contribution of advertising space 
publicizing our appeal for $5,000- 
000. This spirit of co-operation has 
been not only an effective factor 
in the success of this campaign, but 
an inspiring tribute to the Navy’s 
fighting men.” 
* 7 * 
“CEILING” “Roll Back” 
“Squeeze”—three words that have 
a significant meaning since OPA. 
Merchants are not posting ceiling 
prices as fast as they ought to. 
First opinions out of the Philadel- 
phia check-up indicate that small 
stores in the suburbs take too much 
for granted and because they 
haven’t received official warning 
that it was obligatory for them to 
post their prices, they put it off. 
Well, they had better get busy be- 
cause it would be a terrible thing 


sues 











to have a token prosecution by the 
U. S. Attorney General for such 
violation. 

Now what about “Roll Back”? 
In cases where there were no trans- 
actions made in March on seasonal 
goods, prices were frozen as of 
July 1st to September 30, 1941, for 
Manufacturers; August 1 to De- 
cember 31, 1941, for Retailers, and 
July 1 to October 31 for Whole- 
salers. It is true that decision was 
made on the manufacture and sale 
of women’s and children’s outer 
apparel but it is broad enough to 
be applicable to seasonal shoes. 

“Squeeze”—well, many a manu- 
facturer of seasonal outer apparel 
found that the costs of labor and 
materials made it impossible to 
equal the quality and substance of 
the goods of 1941 pricing. So to 
lift the squeeze a. bit, OPA- issued 
an amendment to General Maxi- 
mum.- Regulations #153, permit- 
ting the increased cost of labor and 
materials to be reflected in garment 
prices. Now, in cases of new lines, 
not sold nor delivered in the ceil- 
ing month of March, the amend- 
ments entirely, recast the original 
order and provide “equal” invest- 
ment basis for labor and material 
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costs plus last orders marked-up in- 
stead of the former requirements 
of “substantially equal quality and 
workmanship.” But does it apply 


to shoes, that is the question? 





But be it known, prices, however, 
remain frozen as of last Fall. What 
this is going to do to quality is 
anybody’s guess. At any rate, it's 
a pretty involved thing in the light 
of shortages of goods and union 
labor increases. More and more 
we are seeing retail prices strait- 
jacketed with the guy inside all 


snarled up in red tape and “real” 


costs. 
a om _ 


M. v. BALLEW, vice-president and 
general sales manager of Dr. Pep- 
per Company in Dallas, Texas, be- 
fore the 12th Annual Southwestern 
Sales Managers’ Conference in 
Dallas, said: 

“The President wants fifty mil- 
lion United States citizens to invest 
10 per cent of their income in war 
bonds. This is a tremendous sell- 
ing job, and a job that can be done 
only through selling or compulsion. 
It is not conceivable in this world 
emergency that the American peo- 
ple should be forced to go the com- 


pulsory route. Yet, as sales execu- 


tives we understand human nature 
well enough to know that it is ex- 
actly what will happen if a real 
selling job isn’t done. I will stake 
my life on it. It is either selling 
or compulsion, because it must be 
done. Couldn’t we, as sales execu- 
tives, throughout America, justify 
our existence by taking on this 
mammoth selling job?” 


Do Your Bit 


Shoeman Johnson says: “I know 
This is how the war should go! 
Brave old, good old U. S. A. 
Ought to do this way, I say 

Our big navy ought to fight 
All-out battles every night, 

And our Army ought to stride 
Quick, and fast, and far and wide! 
If I had the final say 

There’d be action night and day. 
I would order, don't-you-know, 


Se-and-so, and so-and-so!” 
- . > 


NOwW-iF | wuz 
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“You and I are far away 
From the councils of the state, 
So we'd better work and wait! 
There are leaders tried and true 
Working hard for me and you; 
Let us trust them while we sell 
Shoes and socks to Pete and Nell, 
Let us trust them while we work 
At our tasks like turbaned Turk, 
Let us trust them as we should 
As we bravely saw our wood! 
—J. Edw. Tufft 











“Let my feet cool down to normal size before you fit me.” 
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* Washington Newsreel * 


NOT a single protest was forthcoming from any source 
so the Labor Department’s Division of Public Contracts 
has formally adopted the present definition of the shoe 
industry and applied a minimum wage rate of 40c. 
an hour. The Wage-Hour Division had determined that 
wage for the men’s welt shoe industry, covering all 
workers engaged in making such shoes. On the other 
hand, under the Walsh-Healey Fair Labor Standards 
Act, covering workers engaged on Federal government 
contracts, a minimum rate of 40c. had been determined 
for a broader field described as the Shoe Manufactur- 
ing and Allied Industries. 

The latter term now has been adopted and embraces 

all kinds of footwear, and stock from which it is manu- 
factured. 
CONSUMER rationing in Great Britain has limited 
consumption for leather footwear and other apparel to 
about 50 per cent of the pre-war figure, but coupon 
allotments call for more goods than are being produced, 
according to the Department of Commerce. This situa- 
tion promises to become more strained since an addi- 
tional 25 per cent decrease in rations was made effec- 
tive June 1. 

Manufacturers’ deliveries of leather footwear to the 
home market were restricted between Dec. 1 and 
March 31 to approximately 80 per cent by value of 
their 1940 supplies. Between April 1 and May 31 
manufacturers were only permitted to supply footwear 
approximating 50 per cent by value of pre-war deliver- 
ies, or about 60,000,000 pairs annually. 


* * 


SOME shortages in the retail market have developed, 
particularly children’s shoes, due to improper balanc- 
ing of the proportion of women’s, men’s and children’s 
footwear in manufacturer’s licenses and to firms mak- 
ing children’s shoes as a side-line having used most of 


the limited supplies of raw materials. 
t * .n 


THE Department also reports that concentration of the 
British footwear manufacturing industry has reached 
final stages in most sections. The plan is designed to 
eliminate surplus production facilities occasioned by 
rationing and permit full-time operations in the remain- 
ing factories. During the period of readjustment, pro- 
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SAVE THE SCRAP 


James J. Lyons, borough president of the Bronx, New 
York City, who for years has been closely associated with 
the leather and shoe industries, instantly thought of cut- 
worn rubber heels as a source of valuable scrap rubber 
when the President announced his recent salvage cam- 
paign. Photegraph at the left shows Mr. Lyons publicly 
removing worn heels from six pairs of his own shoes for 
donation to the compcign. 
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duction decreased and some labor disputes developed. 
Such conditions were soon overcome, however, and 
most factories are now achieving higher rates of unit 
production both in labor and plant. ~ 
AFTER-THE-WAR-PLANNERS who have blue printed 
what to bureaucrats is an utopia of economic’ regimen- 
tation and a orgy of limitless spending with soft gov- 
ernment jobs for themselves must be shocked at Leon 
Henderson. The Price Administrator, who has really 
done an outstanding job for which he gets the opposite 
of thanks, isn’t traveling along with some of his plan- 
ning colleagues if what he said at the Town Meeting of 
the Air on June 8 is to be accepted as his philosophy. 
His remarks were of the sort that really jolt planners 
who want to fasten themselves permanently to the 
Federal Treasury and dictate a dull goosestepping pat- 
tern for industry to follow. 
* aa . 

Here are the words of Mr. Henderson, that to the 
planners, must resemblé a tory-like ho-hum yawn in its 
driest laissez faire tone: 

“I think that one of the things we are fighting for is 
the maintenance of a free American system; and if all 
we are going to get into after the war is control over 
the individual and businesses, then maybe we ought to 
make the best deal we can with Hitler now.” 

The applause Mr. Henderson received from Wheel- 
ing, W. Va., workers was amazing. 

+ . . 
PRICE ADMINISTRATOR HENDERSON on June 20 
placed the nation’s retailers on notice that there would 
be no extension of the July 1 deadline for filing ceiling 
prices on cost-of-living commodities. 

“There have been requests for further time and there 
have been reports thaf the Office of Price Administration 
would extend for two4weeks or a month the time for re- 
tailers to file these lists with their local War Price and 
Rationing Boards,” Mr. Henderson said. “There will 
be no further postporfement. 

“Retailers have been on notice since April 29—when 
the General Maximum Price Regulation was announced 
—that these lists had to be prepared and filed with the 
local boards. We have granted one extension from June 
1 to July 1. 

“Any retailer who fails to file his list of ceiling prices 
on cost-of-living commodities by July 1 will be violating 
the General Maximum Price Regulation.” 

The General Maximum Price Regulation sets forth a 
list of nearly 200 groups of cost-of-living commodities 
for special treatment. On these articles the retailers 
must post ceiling prices in the store and must also pre- 
pare a statement of the ceiling prices for filing with the 
nearest local War Price and Rationing Board July 1. 





RETAIL TRADE 
in the 


WAR ECONOMY 


From an Address by Joseph L. Weiner, Deputy Director, Divi- 
sion of Civilian Supply, War Production Board, at meeting of 
National Retail Dry Goods Association in Chicago, June 15th. 


THE war has just begun to affect adversely the great 
business which is the retail trade of the United States. 
The war has not yet changed civilian living, except for 
those who have gone off to war, and for their imme- 
diate families. And retail business, which supplies the 
immediate needs for civilian living, is feeling the an- 
ticipations of the war economy, rather than the war 
itself. But the war economy—that is to say, the eco- 
nomic organization that is going to make it possible 
for our Army and Navy to beat the Axis—our war 
economy is taking shape. 

Until the day of final\victory, the amounts of goods 
available to the, civilian economy will in large measure 
depend upon the size and timing of the military pro- 
gram, and upon our success in keeping open the routes 
on which tin and copper, sugar and wool reach our 
shores. To know what civilians can get in the way of 
tin cans and tires, furniture and footwear, we must first 
know what the armed services will need in the way of 
uniforms and tents; tanks and guns and planes; of ma- 
chines and labor to produce the tanks and guns and 
planes; of freight cars and ships to carry them across 
the country and overseas to victory. 


WHAT does all this mean from the standpoint of the 
retailer? First, it means that he will not have all the 
volume of business which has marked the phenomenal 
consumer buying of the past few years. We can sum- 
marize briefly the principal items. 

In clothing and textiles we will see shortages, in one 
sense; but no basic dearth of necessities. You know 
how the Army wears out shoes and woolen uniforms 
and canvas tents. Textiles and clothing, leather goods 
and shoes, will all reflect the fact that our Army is 
growing, and on the march. 

For civilians, there will be enough clothing to go 
around. Men and women will wear more cotton; they 
will wear wool blended with other materials; woolen 
goods with less virgin wool in them. They will wear 
styles that are less fussy, but styles that are just as smart. 
Men will.gladly wear their trousers plainer, so they can 


hand a cuff to the Axis. 
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Where we stand, it looks as if we can avoid clothing 
rationing for this year. This is no certainty now, and 
of course, even less a certainty for next year. 

There are shoes enough at the moment, though we 
may have to skimp a bit on leather in the soles, and of 
course, on rubber in the heels. But there will be shoes 
to get people to work, to the local movie, and to their 
neighbors for a visit. 

You can give your customers enough to dress com- 
fortably in summer, and warmly in winter. In a world 
at war, this is all we could possibly ask, and more than 
most people of this earth have had even in time of peace. 


IN other words, in many lines—perhaps in most lines 
—you will not have either all the merchandise that you 
have been receiving, nor all of the shapes, designs, 
styles and colors which were a substantial part of the 
sales attraction of that merchandise during the past few 
years of record sales . . . so much for ‘supplies of 
goods. : 

Second, you face your own serious problem of mak- * 
ing ends meet on this reduced volume. 

You can cut out a lot of the frills of service and de- 
livery. Fortunately you have room to do that. Many 
of you have long felt that the customer was getting a 
great deal more in the way of service than was sound or 
economical. 

This means a new relationship with your customers. 
Selling, promotion, servicing of goods all take on a new 
significance. You will be explaining, sensibly and 
patiently, why packages that can be carried should not 
be delivered; why packages that need not be wrapped 
should be taken unwrapped; why service is simpler. 
You become partners with the consumer in making 
goods serve for the duration. Institutional promotion 
will have a new slant. You will have much more to 
say on the care of the goods you have put into the con- 
sumer’s home—practical details on how to make ap- 
pliances last longer; on how to make fabrics go farther 
and wear better; on the care and feeding of irreplac- 
able rubber goods. You will have to be ingenious in 
showing people how to be happy though home-bound, 
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how to make the most of gas-less evenings and holidays. 

At the same time, the shortage of labor means that 
customers will often get less service. So you will have 
to make that service count more fully. It will be less 
necessary than usual to induce purchasing; consumer 
spending power is high, and looking for ways to be 
spent. 

Service—like promotional matter—will have to con- 


just as they are, without the need for any further 
controls. 

I can say only this, however: As far as I know, there 
is no future regulation which has been decided upon. ~ 
If regulation is considered, it will be only where it is 
absolutely necessary. Any proposed regulations will 
be discussed, as far as it is appropriate and fair, with 
those who are concerned. 


HOW THE PROGRESS OF THE MILITARY PROGRAM AND THE DEVELOP- 
MENT OF SHORTAGES IN VARIOUS LINES OF MERCHANDISE PROMISE 
TO DEVELOP NEW RELATIONSHIPS BETWEEN RETAILERS AND CUS- 
TOMERS, WITH SELLING, PROMOTION AND SERVICING OF GOODS ALL 
TAKING ON A NEW SIGNIFICANCE—WHAT THE GOVERNMENT AIMS TO 
ACCOMPLISH THROUGH INVENTORY CONTROL AND WHY SUCH CON- 
TROL IS CONSIDERED ESSENTIAL IS EXPLAINED BY WPB OFFICIAL. 


sist more and more of getting people to buy only what 
they actually need, and showing them how to take 
proper care of what they buy. This is a challenge to 
the training program of the store, as it is to every other 
department of retail activity. 

This new emphasis will help to make and keep friends 
for your store, just as your great War Bond drives are 
doing. You will, in a very-real sense, help win the war 
across the retail counter. Sometimes it will be a hard 
battle with little glory. On the other hand, yielding to the 
temptation to “wave the flag to the tune of the cash reg- 
ister” will do neither you nor the flag any good. 


WHETHER the civilian economy is to function ef- 
fectively—whether it is to meet the essential needs of 
our citizens while they produce the sinews of victory— 
depends in no small measure upon those who sell the 
goods of daily living to the people, who meet the folks 
day in and day out. We feel that keenly, of course, in 
the Division of Civilian Supply, where we have the re- 
sponsibility of seeing to it that the most essential needs 
of the civilian population are met, that civilian health 
and morale are kept high, and that our raw materials 
and productive capacity are geared to the most effective 
production for war. 

There is no great point in my telling you what needs 
to be done to adjust to wartime conditions. You are all 
successful businessmen—the fact that you are here is 
pretty good evidence of that. You face the problems of 
today not only with experience and business incentives, 
but also with the knowledge that what retailing does in 
the war is important in determining how the American 
people face the war and how soon we will win the war. 

You want to know what the future holds by way of 
regulation of trade. That, of course, no man can tell 
you now. I could alarm you by conjuring up all the 
types of control which active minds might envisage as 
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JOSEPH L. WEINER 


wartime necessities or possibilities. Or I might give you 
a false assurance to the effect that things will remain 
I was asked to speak before this meeting on “Retail 
Trade in the War Economy.” I notice now that the 
afternoon’s topic has been listed in your program as 
“inventory imitation.” Ordinarily I would prefer not 
to hold forth on this subject at this stage, because | 
prefer not to speak until we are prepared to say some- 
thing definitive. But since the program listing indicates 
[TURN TO PAGE 28, PLEASE] 
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LACK of slide fasteners, buckles and other metal 
fasteners will be no great hardship to women in the 
coming months. A skirt that wraps around and ties at 
the waist has always been comfortable, pretty and very 
adaptable. Probably many women will say good-bye 
more or less willingly to slide fasteners as one of the 
sacrifices that must be made in wartime. 

Shoes that fasten with laces or scarf wrappings are 
very satisfactory. In the first place, they have the great 
advantage of being very adiustable. In the second place, 
they are new and a welcome change from pumps, slip- 
ons and even from straps and buckles which have had 
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ACE 
And TikE 


a new look in the past few seasons. In the third place 
they need not be limited to a few patterns. You only 
have to look at the drawings on these pages to see that 
sandal and pump shells can be very attractively adapted 
to laced and tied fastenings. : 

The seven shoes shown here do not begin to exhaust 
the possibilities in laced shoes. A scarf wrapped and 
tied around the ankle, for instance, is just as suitable 
for a play shoe as for this dressy sandal and has been 
effectively used by leading shoe manufacturers. 

The ballet lacing is shown here in a rather dressed up 


Boot and Shoe Recorder 





That's the New 
WARTIME 
ADJUSTMENT 


shoe but the informal espadrille uses the same basic 
idea in casual and play types. The ghillie lacing that we 
illustrate on a welt walking shoe has been very success- 
ful for a number of years on a casual, unlined shoe 
with platform sole and wedge heel. And that type is 
still a best seller. In the two Theo ties, the scarf sandal 
and the side lace tie you have shoes to replace the 
buckled strap shoes of pre-war days. 


The lacing and bow on this graceful brown silk 
shantung do not pretend to be essential fasten- 
ings. They do point to a new trend in trim- 
ming treatment which will go hand-in-hand 
with the functional aspect of the new tied 
dresses for Fall. A New York Creation. 


by 
ELEANOR 
RUTLEDGE 


From the Crowns of Their Heads to the Soles of Their Feet, 

Women Are Sporting Bow Knots, Some Decorative, but 

More of Them Functional. Lacking Slide Fasteners, Dress 

Manufacturers Are Using Tie Adjustments. Lacking Rubber 

and Metal, Shoe Manufacturers Are Resorting to Lacings 
and Tie Adjustments. 
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WAR BONDS AND STAMPS 
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FOR VICTORY 


SCENE: An American shoe store. 


TIME: A day in July, 1942. 
CHARACTERS: A customer, and a shoe 
salesman. 


THE sale has just been completed. As the customer 
hands the money for the purchase to the salesman, he 
speaks: 

“Three eighty-five from five dollars. 
you. 

“By the way, what denomination of War Sav- 
ings Stamps are you saving? 

“The 25c. ones? Fine! May I give you part 
of your change in War Stamps? You know, the 
government has asked the retail stores to sell one 
hundred million dollars’ worth of stamps in July 
—that’s a big help toward the billion dollar quota 
the Treasury department has set for’this month. 

“Two twenty-five cent stamps? Thank you! 
You’re half a dollar closer to owning another 
bond, and every cent of it will help to win the 
war!” 

Only half a dollar, but picture that little scene repeat- 
ed several times daily by every salesperson in every 
shoe store in America. Sometimes it will be dimes, 
sometimes quarters, sometimes dollars—and we hope, 


Thank 


16 


Be A Super- 


sometimes a Bond—but, dimes or dollars or Bonds, 
every single sale you make in this tremendous July 
drive will HELP WIN THE WAR. 

Don’t forget that YOU-—the salespeople in the retail 
stores of America—are IMPORTANT to the success 
of the war effort . . . so important that you are entrusted 
with the job of selling one hundred million dollars’ 
worth of War Stamps and Bonds in JULY! 

Harold Volk, of Dallas, president of the National 
Shoe Retailers Association and head of the Shoe Indus- 
try Division for the drive, is equally confident that YOU 
CAN AND WILL DO A JOB. In their own store, they 
have been successful in selling both bonds and stamps, 
finding that a stamp sale often opens the way to a 
request that the customer remember the salesman when 
ready to buy either more stamps or bonds. Frankly, 
we've heard complaints of apathy and disinterest among 
salespeople to the idea of selling stamps and bonds, but 
we do not agree! We contend that someone, some- 
where along the line, has failed to make clear HOW 
IMPORTANT THE JOB IS. Knowing its importance, 
we know you will not only make a greater selling effort, 
but you will cooperate in planning and executing your 
store’s promotion program—and you'll make the pres- 
ent “high” quota look like “only the beginning!” 

There’s going to be a “report luncheon” in Wash- 
ington on Monday, August 3. Among the reports at 
that meeting we want to hear the announcement that 
“The retail shoe stores exceeded their quota, in sales 
of both stamps and bonds and in the number of stores 
where employees are participating 100 per cent in the 
purchase of War Bonds through the Pay-roll Allotment 
Plan.” 

The payroll allotment plan is simply an authoriza- 
tion for deduction of the amount an employee can spare 
from his pay each pay day to apply toward the pur- 
chase of a War Bond. Ten per cent is suggested, but 
if obligations prevent the 10 per cent deduction, make 
it as much as you can. It’s a swell saving plan, safe 
and systematic. And if you should require the cash 
before the bond matures, in ten years, it can be cashed 
in, any time after 60 days, with any interest then due. 
The interest rate is 2.9 per cent, if the bond is held to 
maturity. Besides the personal benefits of regular sav- 
ings for War Bonds, having a certificate posted in your 
store that “Employees of this store are participating 
100 per cent in the purchase of War Bonds” will help 
your bond and stamp sales to customers—people will 
realize that you are practicing what you preach. 

Three posters are being sent to all retail stores by 
National Headquarters; also an explanation sheet. If 
you don’t get yours write F. Edward Pulte, Jr., Head 
of the Retail Stores Division, War Savings Staff, 709 
12th Street, N.W., Washington, D. C. 

Actual suggestions for displays during the drive have 
been prepared by the Victory Display Committee, and 
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Salesman for Unele Sam... 


Every Man and Woman at the Fitting Stool in Every 

One of America's Shoe Stores is Asked to Help in 

Reaching the Billion Dollar Bond gnd Savings Stamp 
Quota Set for July! 


lie in with newspaper, radio, outdoor, direct mail and 
other forms of publicity. A portfolio of tie-in material 
will be available to all retailers and is to be distribu- 
ted by mail and on call to the State Administfator’s 
Offices. 

One good source of information on “What Your 
War Stamp Purchase Will Do” is a little folder “Help 
Win The War With the Money You Save” that lists 
various items different amounts will buy. Ten cents will 
buy 5 cartridges .45 caliber, or 1 set insignia. Twenty- 
five cents will buy 1 dozen bandages, or provide a sol- 
dier’s mess kit. Fifty cents will buy 12 yards of barbed 
wire, or enough fuel oil to run a destroyer one mile. 
And so on up to $250,000 which will buy a mosquito 
boat or a four-engine bomber. Graphic demonstration 
sketches will help sell War Stamps. 

Simple but good is the idea of the lapel ribbon with 
the printed message, such as, “] am a salesman for 
Uncle Sam,” “Our government asks all of us to take 
part of our change in War Stamps,” “Protect Your Free- 
dom, Your Property, Your Family, Your Home. Take 
part of your change in War Savings Stamps,” “War 
Savings Stamps buy safety for your country today— 
security for you in years that lie ahead.” “If you can’t 
buy a lot, buy a littl—War Savings Stamps.” 

From the navy E for excellence in production comes 
the idea of letting the top Stamp salesman wear the 
“blue star” and be designated as the store’s star stamp 
salesman—the star to be handed each Monday morn- 
ing to the top man for the week past. To keep the star 
he must maintain his record as top stamp salesman. 

Stamps may be secured at local postoffices at the face 
prices. Albums in which to put the stamps are free. 
If you buy large denominations, and find they cannot 
be used to advantage, they may be traded in for 
smaller denominations, or a cash refund will be made. 

More stamp selling phrases—“Some one you know 
has gone to war—Buy War Savings Stamps to back 
him up.” “We cannot have all we want if our soldiers 
and sailors are to have all they need.” F. D. Roosevelt. 

In your enthusiasm it is well to remember that the 
Treasury disapproves of the use of either bonds or 
stamps as premiums, discounts or gifts in connection 
with the retail sale of merchandise, particularly as 
premiums for coupons or other stamps or counters in 
the nature of trading stamps or the like. 

“Come in and ring the victory bell.” Place a large 
bell with a clapper that can be pulled with a rope in 
a central position in the store, and have each stamp 
purchaser “ring the victory bell.” 
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To assure putting the retail shoe stores out in front 
in the July Drive, why not try cooperative effort. Par- 
ticularly, let the bigger, leader stores in the community 
offer to work with the smaller stores to put the Stamp 
Sale Program over 100 per cent. Much of the success 
of the retail drive will be due to representatives of the 
country’s leading stores who have given so generously 
of their time and knowledge. On the march, in the 
battle, the strong soldier helps his weaker comrade. 
We're on the march! So let’s help others to be most 
helpful. That extra help by the “little fellows” may be 
the thing that puts the Retail Shoe Division in top posi. 
tion as War Stamp Salesmen. 

Have a Victory Booth in a conspicuous place in the 
store. Use plenty of signs that “ask for action”! Buy 
your war savings stamps and bonds here now. Every 
day is stamp day. 

With a picture of General MacArthur use this quota- 
tion, “However hard the road, ultimate victory is cer- 
tain.” Gen. MacArthur. War Savings Bonds and 
Stamps pave the way to victory.” 

Lord and Taylor use four second-floor windows for 
the following signs: 

“Do your part—buy War Stamps and Bonds. 

“Assure your future—Buy War Stamps and Bonds. 

“Help your country—Buy War Stamps and Bonds. 

“Buy your share in victory—Buy War Stamps and 
Bonds.” 

Another good one, used next to elevators: 

“We will preserve our democratic way of life by buy- 
ing Bonds and Stamps now. It’s easy to buy War 
Stamps and Bonds at B. Altman and Co. On sale at 
our Victory Booth and at all information desks.” 

Macy’s use a big inside display window over their 
front door for a double sign reading: 

“Saturday Macy’s customers bought $4,569 in War 
Stamps and Bonds. 

“To DATE they have bought $1,499,344 in War 
Stamps and Bonds. 

“Buy YOURS today at any of Macy’s 427 cash 
registers.” 

There are 25 million Americans who cannot be 
reached through Payroll Savings Plans. That means 
that 25 per cent of War Savings must come from the 
sale of War Bonds and Stamps by retail stores. That's 
why it is so important that you sell as well as save War 
Stamps and Bonds. 

Go to it! Prove that shoe store salespeople are 
Super-salesmen for Uncle Sam! 
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The Editor’s 


Outlook 


Do It 


| WANT you to do something. By doing it you will 
respect the laws; influence others to accept them and 
give to the retail shoe industry a standing in the nation 
higher, perhaps, than any other branch of distribution. 
This is your great opportunity to stand up for an im- 
portant war law, and it is so easy for you to do it. Here 
it is: 

Post your prices, List every price line carried.. Show 
it at the Point-of-Sale and with every sale, mark on the 
carton or shoe the price and see to it that it doesn’t 
exceed the ceiling price of March, 1942. Well, you are 
going to say: “I’ve already done that”—but have you? 
Just a perfunctory sign saying “All the shoes in this 
store are at March ceiling prices” isn’t the way to legally 
do it. There is a form and manner to it that is impor- 
tant. It’s very simple. Thank your lucky stars that you 
are not in those lines of retailing where hundreds, yes 
thousands, of items are carried. 

The first check-up by OPA investigators indicates 
that posting is not universal. In fact, the violators ex- 
ceed the adherents. We would like to see every travel- 
ing salesman—out of a factory or jobbing house—make 
himself a voluntary instructor to the shoe division of 
retail distribution. Where he doesn’t see the price ceil- 
ings posted, he should aid the merchant to doing that 
simple little patriotic duty. If we, as a retail industry, 
could honestly say that we are 100 per cent posted, it 
would: be something for Washington to remember in 
the tougher days ahead—with the possibility of ration- 
ing, inventory control and all sorts of retail regulations. 

So much for that. On or before July 1, every retailer 
must file, with his nearest OPA War Price and Ration- 
ing Board, a complete listing of all cost-of-living com- 
modities carried by his store, showing his maximum 
prices. (Listing by lines or price grades is O. K.) 

This is a very simple thing to do in comparison with 
the terrific task that lies before a drug or hardware 
dealer. There is scarcely a drug store or a hardware 
store that hasn’t got from six to sixteen thousand items 
with varying prices thereon. One business paper pro- 
duced a pricing manual for the drug field and there are 
listed therein one hundred thousand items. It will take 

- weeks for clerks to fill in all the items of stock and their 
retail price. But it must be done. 

How simple in shoes! Comparatively few 
lines and relatively few prices. Make no mistake 
about it—this is very, very important: OPA 
and the government is not going to be lax with 
retailers who take for granted that anything goes 
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NOW 


until the official person says so. I’m hoping that 
we don’t have, in the token prosecutions to come, 
the names of shoe stores. It will just be too bad 
—for store and industry. 

Retailers have been either too indifferent or 
too lazy or too wilfully unpatriotic to adhere to 
this simple letter of the OPA law. If we in 
shoes could score close to 100 per cent on this 


regulation, we would find many little medals in 
the “chest of memory,” particularly in Washing- 
ton, where these things are brought together to 
indicate the willingness of retailing to carry its 
part of the war load. 





Now don’t pass this thing up lightly. It is far more 
important than you think. Also, on or about July 1, 
every retailer must complete a statement, to be kept in 
his store for examination by any person, showing his 
“base period” prices (established March, 1942) for 
every item carried for sale in his store during March. 
Remember the words: “Every item carried for sale in 
his store.” Buttress these facts with some basis of evi- 
dence—sales made during the March period, etc. It is 
important! 

We have told you what must be done in the next few 
days. Cheer up—it isn’t too bad. May we give you a 
hint as to some of the good things that come to you 
because you are in shoes. Here’s a letter we received, 
indicating what’s happening in boom towns: 

“As for example, the small town of Port Lavaca, where hun- 
dreds of workmen are engaged on a project down on Matagorda 
Bay. They come’ in every week-end with checks from $70.00 to 
$80.00 and are buying things they have been wanting to buy for 
years. These merchants in that town have had to change their 
inventory from cheap merchandise that was bought by the col- 
ored people and the cotton farmer and the fellows who have 


been eking out an existence on the wharf fishing, and who are 
now getting big wages and want quclity merchandise.” 


Well, even if your town isn’t booming because of war 
work, there isn’t a doubt but what it is benefited by 
the increase of more confidence as well as income. As 
we have said before, the American public, by and large, 
has an itchy pocket and it wants to spend as much as it 
gets—and even faster. It will buy Bonds—too—aplenty. 

Human nature hasn’t changed much on account of 
the war, as regards the use and acceptance of footwear. 
Shoes are a part of the great wants of the public these 
days, and the War-Law Makers in Washington are 
going to be very tolerant of. footwear in the scheme of 
things. So you see, you are on the right side and you 
ought to do something to keep yourself there. And what 
we suggested is small enough. Do it now. 
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Patriotic Themes in Windows 


LouISVILLE, Ky.—Louisville’s display 
men worked today to bring a window 
in every store into the “win the war” 
orogram as a national drive to utilize 
vindow-appeal for fostering patriotism 
ind war bond sales was launched. 

“The majority of the business dis- 
rict retail stores have signed up to 
-ontribute space for a week every other 
week,” said M. F. Hershey, Kentucky 
‘hairman of the victory display com- 
mittee, and president of the newly or- 
ganized Louisville Display Men’s Asso- 
ciation. 

Stores throughout the nation are 
asked to donate space for a specific 
message every other week, he said. 
First of the five themes announced— 
“An Open Letter to Johnny” to be 
featured shortly. 


George N. Bosler 


LOUISVILLE, Ky.—Proprietor of the 
George Bosler Leather Company, 208 
W. Market Street, for fifty years, 
George N. Bosler, 70, died recently of a 
heart ailment after an illness of eight 
weeks. A native of Louisville, he was a 
member of the St. Joseph’s Orphan’s 
Society and an officer of the National 
Leather and Shoe Finders’ Association. 

Surviving are his widow; two daugh- 
ters, Mrs. Norvin E. Lutz, Miss 
Georgia C.; son, Allan F.; sister, Mrs. 
Richard Schuhmann; grandson. Ser- 
vices were Saturday at the residence 
and at the Cathedral of the Aussump- 
tion, with burial in St. Louis Cemetery. 


New Blackout Orders 


Detroir, MicH.—Detroit shoe store 
owners were warned by Glenn C. Rich- 
ards, associate co-ordinator of civilian 
defense, to prepare plans for immediate 
turnout of lights in the event of a sur- 
prise blackout. Two test blackouts have 
been held on schedule in the past month, 
and downtown stores have proved some 
of the worst offenders, in that they 
were not set to extinguish all lights 
quickly enough. Window lights, both 
display and those visible through open 
store windows, were most conspicuous. 

New ruling here is that all lights 
must be extinguished within two min- 
utes of the time that a blackout signal 
is given. Other alternative is to have 
all lights whatever extinguished when 
the last employe leaves. 


Leases Store Building 


Sr. Louis, Mo.—Phil Sher, president 
of the, Shoe Rack here, has leased a 
large showroom and storeroom building 
at 5958 Easton Avenue in the Wellston 
shopping district, which will be used 
partially for display of men’s and wo- 
men’s shoes, and for storing of extra 
stocks for later stores planned for the 
group. 

Bed 
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$10 PRIZE-WINNING 


Fet Peeves 


OF SHOE SALESPEOPLE 


Submitted by MR. JOHN R. DALTON 
A. Reid & Co. . . . Virginia, Minnesota 


i e Cute, but a Peeve, is the jitterbug gal who comes in with a wail 
because her dancing sandals look wrecked, especially the heels. 


2. Peeve Breaker! Show her why a first class “rug-cuttin’ 


» 


* gal 


needs shoes with Scuffless “Pyraheel.” She can dance till dawn 
every night without a heel scuff or a sear. You'll avoid a return 


—make a sale, too! 


You can avoid complaints by specifying 
Du Pont Scuffless “Pyraheel” plastic heel 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra— 
and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your next order. 





HOW TO WIN $10 
Shoe Salesmen—Send in your “Pet 
Peeves” like the two above. For every 
set used, Du Pont will pay you $10. 











GROWING FEET WON'T WAIT! 


Baby Needs New Shoes at Definite Intervals in Spite of Restrictions 


on Leather and Materials—With Statistics Pointing to an Increased 


Birth Rate, Baby Shoe Business Should Show a Corresponding Increase, 


and Now's the time to Emphasize Fitting, Salesmanship and Service 


. 


|.N these busy days there is one customer that you must 
not neglect, because next year will be too late. Foot 
troubles can have their start even before a child begins 
to walk and every attention should be given to ensure 
correct fit even at that early age. A comprehensive 
campaign for better fitting of baby shoes should include: 
1. Correctly made shoes. 2. Correct fitting of those 
shoes. 3. Education of parents to bring their babies and 
young children in at frequent intervals to check on the 
growth of their feet. Everything possible should be done 
to drive home this lesson to parents that outgrown shoes 
—and, incidentally, socks—are worse than none at all. 

Parents must learn that the first two pairs of shoes are 
never worn out; they are outgrown before they begin to 
wear out. Buying over the counter or by telephone is a 
bad habit that will lead to incorrect fitting. In order to 
keep pace with the average growth of a baby’s feet, a 
check-up three or four weeks after the purchase of the 
first pair of shoes is strongly recommended. These first 
. shoes have been fitted with the child seated on its 
mother’s lap. The next fitting should be with the child 
standing and the weight resting on the feet. After the 
second pair has been purchased six weeks to two months 
may be allowed.to elapse. Rate of growth varies, of 
course, with tHe individual child. ..Both parents and 
clerks should remember that the average baby today 
has wider and longer feet than 20 years ago. Many 
more E widths are sold today and the average length of 
the first walking shoes averages size 344 instead of 
114-2. 

The vital need for careful measuring and frequent 
checking of babies’ feet is due to the fact that they are 
so soft and flexible that they will assume the shape that 
the shoe gives them and will soon be bent into distorted 
shapes or, at least, started in that direction. Most 
babies are born with normal feet. Incorrect fitting does 
not cause pain at the time—even school children, it has 
been found, do not suffer from incorrectly fitted feet— 
but the effect of this neglect is felt after the individual 
is full grown and the bones of the feet have set in ab- 
normal shapes. 

As you know, there are two schools of thought about 
when a first shoe should be worn. Some experts advise 
a very light little bootie—usually of fabric—to be worn 
at this early age. Others think that a sock is the only 
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covering that should be permitted. (And never forget 
that an outgrown sock or stocking is just as harmful as 
an outgrown or, badly fitted shoe.) Some studenis of 
baby feet would not give the child any shoe until he 
has been walking four weeks. Opinion differs, too, as to 
whether a boot or an oxford is the better for the first 
walking shoes. Those who advocate boots believe that 
the higher shoe is necessary to support the baby’s 
ankles when he starts to take his first steps. The other 
school of thought is that the oxford or sandal gives the 
foot more freedom to exercise and develop and the blood 
more freedom to circulate. In line with this thought, 
and as a middle road between the two, lower boots are 
becoming more popular. These just cover the ankle 

[TURN TO PAGE 27, PLEASE] 
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Modern Design in Men’s Shoe Merchandising 


[CONTINUED FROM PAGE 18] 


The Hub is one of Chicago’s pioneer 
retail establishments and its men’s shoe 
department has long ranked as one of 
the outstanding in men’s quality goods 
in the country. The fact that many of 
the present customers first started buy- 
ing shoes in the boy’s department years 
ago is attributed to the fact that fit 
has always been emphasized as the 
primary factor in all sales. As pointed 
out by John Spalo, Sr., head of the 
department in the main store, prac- 
tically all of the men in the department 
have years of fitting experience behind 
them. Some have been with the store 
as much as 35 years. 

No man goes directly on the floor and 
sells shoes at The Hub. He must first 
work in the downstairs stock room and 
then in the stock room adjacent to the 
shoe department. Then, after he has 
a thorough knowledge of the stock 
(and it is an extensive one), he goes 
on the floor and is given careful super- 
vision on fitting for an extended period. 
Fitting is checked both by the measur- 
ing stick and by the X-Ray machine. 

Shoes are not treated so much as an 
individual or independent item in the 
wardrobe, but as an integrated and 
correlated part of it, and many shoe 
promotions are tied in with other store 
promotions. They are offered at special 
sales only when there are special sales 
in other sections of the store. 

Many of the shoe sales are made 
along with complete wardrobe sales. 
This means that a customer who comes 
into the suit department for a com- 
plete summer or fall outfit is taken to 
the shoe department by the salesman 
who first served him. There the shoe 
salesman learns the color and type of 
clothes already purchased and is able 
to recommend and sell the proper shoes. 
By the same token if a customer comes 
first to the shoe department and then 
wishes to make other purchases such 
as a hat, shirt, gloves, etc., he is taken 
by the shoe salesman to the correct de- 
partment, so that in so far as possible 
he is given correct information and 
achieves a correlated wardrobe. 

Such a merchandising policy also 
lends itself to promotion of a shoe 
wardrobe which is done by the men on 
the floor. Sale of a pair of shoes for 
a particular outfit is always accom- 
panied by suggestions of\ alternative 
and extra shoes or shoes t6 round out 
the wardrobe. Thus, with a-purchase 
of sport shoes, comes a suggestion of 
dress shoes, or with a purchase of 
brown shoes, a suggestion of black, etc. 

One reason why promotion of the 
shoe wardrobe is so successful is due 
to the large stock of sport shoes car- 
ried in stock, which includes not only 
spectator sports but golf shoes (on 
which until the war the department 
did a tremendous. business) riding 
boots, moccasins, bowling shoes, basket- 
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ball shoes, tennis shoes, and in fact 
shoes for all sport occasions. 
Although much of the business to 
younger.men is falling away, the de 
partment has maintained a good vol- 


ume on sales of military type shoes of 


both the army and navy type. A num- 
ber of former customers now in the 
service buy thé shoes for their officers 
uniforms here. 

Additional ease and efficiency in ser- 
ving the public were stressed in the re- 
cent modernization programs. A unique 
feature in the State Street store is the 
fluorescent lighting installed in fixtures 
which give the effect of daylight com- 
ing through a skylight. This lighting 
is not only attractive from the stand- 
point of appearance but very helpful 
in the sale of merchandise. 


OPA Experts Survey 
San Francisco Trade 


San Francisco, CaL.—A _ flying 
squadron of 58 price experts of the 
OPA spent a week in San Francisco, 
during which a model general store was 
set up in the St. Francis hotel, and 
local dealers were given advice on all 
questions affecting the listing of ceiling 
prices on all articles frozen at March 
levels. Visits were also paid to vafious 
retail stores, and a number of mer- 
chants were shown the proper method 
of posting prices as required by the 
regulations. 


Takes Over Shoe Store 


Detroit, Micu.—King’s Boot Shop, 
popular-priced women’s shoe store, has 
been taken over by Mrs. Rose L. Diem, 
and will be operated under the same 
general policy as in the past. Mrs. 
Diem’s husband, Sidney Diem, member 
of a family of well-known shoe mer- 
chants who have operated a number of 
stores in Detroit, will manage the store. 

Albert King, former owner of the 
store, sold out his interest in the store 
to Mrs. Diem because of his approach- 
ing induction into the Army. 


Michigan Company 
Incorporates 


Derroir, MicH.—Drummon Shve 
Company has been incorporated as a 
Michigan company. with a capitaliza- 
tion of 10,000 shares, no par value, 
issued at $1.00 each. Owners are Wal- 
ter S. Rae and Charles R. Drummon. 
Offices of the company are at 13904 
Michigan Avenue in the suburb of 
Dearborn. 

Mr. Drummon is salesman for the 
International Shoe Company. The 
company is conducting a _ specialized 
shoe operation, selling only to the 
Wayne County Welfare Comntission, 
with whom they operate under con- 
tract, and maintains no retail stores. 














CASH IN 
ON YOUR ABILITY 


You can earn more money under 
the Health Spot Shoe Shop 
profit-sharing plan. 


Men in Health Spot Shoe Shops 
all over the country are enjoy- 
ing well-paying jobs, drawing a 
regular salary and good-sized 
profit checks. 


Men with experience and the 
ability to sell and make friends 
are enjoying a rare opportunity 
to earn according to the indi- 
vidual effort they put behind 
their work. 


The harder a man works to 


_boost the store’s volume, the 


higher also does he boost his in- 
come. He alone controls his 
earning power under a plan 
which gives him a liberal share 
of the store’s profits. . 


All that he must put into it is 
his. own effort and ability. No 
investment is required or ex- 
pected. He has none of the re- 
sponsibilities of owning the busi- 
ness, yet he shares in the 
profits! 


Mr. E. Auer 


MANAGER 


HEALTH SPOT SHOE SHOP 
22 N. ROBINSON 
OKLAHOMA CITY, OKLAHOMA 


Mr. Auer is enjoying a tremen- 
dous success in Oklahoma City, 
by putting a conscientious effort 
into his work. 


There are many opportunities 
for men to operate Health Spot 
Shoe Shops. Application blank 
will be sent on request. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 














A Speed flash photography sequence by Gijon 
Mili portrays “‘Matched Pairs in Action” 





Seven “CELASTIC” soften- 
ing solutions —- each with a 
different drying time — al- 
low the manufacturer to 
choose the one which best 
suits his production sched- 
ule, Waste and production 
delays are avoided. , 
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In the complete “CELASTIC” 
line there are seven thick- 
nesses of material, graded 
from the light slipper weight 
to the heavy weight used for 
rugged duty footwear. 
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ACTIVITY — 


HERITAGE OF YOUTH 


Children are five times more active than 
grown-ups! For such busy growing feet, toe 


protection and toe comfort are essential. 


“CELASTIC”, a solution-softened box toe, 
fulfills these requirements by accurately 
reproducing the shape of the last — by 
fusing together doubler, box toe and lining 
into a durable three-ply structure — and 
by insuring positive freedom from wrin- 
kled toe linings. 


In meeting the demands placed on shoes by 
the super-activity of youth, “CELASTIC” 
box toes provide extra protection with 
firm, resilient sidewalls and extra comfort 


with flexible tip lines and smooth linings. 
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UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 








THREE FACTORS THAT 


BOOST CHILDREN’S 














Consistent weekly advertising like 
above has been the means of maintaining 
Shepard’s sizable children’s shoe volume. 


STREET floor location, weekly advertising and selling 
the parent on proper fitting are the three major factors 
which have developed Shepard’s Children’s Shoe Store, 
Providence, R. I., into a large and steadily growing 
business. So important is this children’s shoe depart- 
ment that it has always been a separate one, occupying 
an important location on the street floor. 

It is located on the store’s profitable thoroughfare 
aisle which connects two of the city’s main streets. Hun- 
dreds of persons use this aisle daily as a shortcut be- 
tween these two streets or to get to the various store 
elevators and other departments and floors. With its 
many special price Offers, this aisle in itself is a major 
attraction for shoppers. 

Located between this heavily traveled aisle and near 
the elevators, the department has a marked advantage. 
Being on the street floor, parents like it because they 
do not have to use elevators or escalators. 

In the way of advertising, the department uses space 
at least once a week the year round in the Providence 
Evening Bulletin, space varying in size. The three major 
lines are featured in turn. Copy features foot health and 
emphasizes the wide size range in each line. The de- 
partment features infants’ shoes and children’s shoes up 
to size 5. 

This steady, weekly advertising has been instrumen- 
tal in bringing in new customers and reminding former 
customers. It has kept the department before the public 
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SHOE SALES 


Children's Shoe Department at Shepard's Chil- 


dren's Shoe Store, Providence, R. I|., Finds 
Weekly Advertising, Street Floor Location and 
Proper Fitting Responsible for Successful 


and Profitable Operation. 


in a way that has provided a cumulative pulling power. 
The management believes that consistent use of news- 
paper advertising has been of genuine value in develop- 
ing a sizable children’s shoe volume. If a parent sees 
a newspaper ad occasionally, he or she quickly forgets 
it, but when these messages are seen week after week, 
they make a real impression. 

Once the children visit the department, the three sales 
persons try to make it so pleasant for both parent and 
child that both will want to return. For the children 
there are pencils, marbles, or some inexpensive gift; for 
babies there are generally rubber or cardboard toys. 
Care is always taken to provide gifts of a nature that 
cannot harm the baby. 

An important part of the Shepard fittimg policy is to 
sell the parent on proper fitting for the child. Many 
times a parent will protest, “but the shoes look so big,” 
or “those shoes are way too big.” Realizing that the 
parent must be sold on the proper fitting, the clerks 
emphasize several tried and tested selling arguments. 

The parent is asked to feel the child’s foot while the 
child stands. When the parent realizes how much the 
foot pushes forward when standing, it makes a satisfied 
customer. Another things is to émphasize the amount of 
flesh around the bones of the foot, and the fact that this 
flesh takes up considerable space. Clerks also emphasize 
that the rate of growth of a child’s foot demands more 
space than an adult’s foot, since the latter grows at a 
slower rate. Clerks also bring out the fact that a snug- 
fitting heel holds the heel bone in place and keeps the 
arch in place. [TURN TO PAGE 27, PLEASE] 
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Three Factors That 
Boost Children’s Sales 


[CONTINUED FROM PAGE 26] 


This department offers chairs of all 
sizes for the comfort of mothers as 
well as little folks. It has a larged-sized 
hobby horse on which the youngsters 
ride. 

Return business is encouraged by 
meeting the same salespersons. There 
are two salesgirls and one man, each 
having served in this department for 
10 or more years. And when business is 
rushing, they never send in a call for 
new, inexperienced sales help. They in- 
sist upon giving each customer the 
benefit of those years of experience. 

The department is under the man- 
agement of Emmett Smollins and Rich- 
ard F. Fairbend; the latter is buyer 
and general manager. 


Growing Feet Won’t Wait 


[CONTINUED FROM PAGE 22] 


bone. The important fact for you is 
that leading manufacturers of baby 
shoes are doing an outstanding job in 
developing correct shoes for all types 
of baby feet. One of these manufac- 
turers, just recently, has developed five 
shoes to cover the needs of babies from 
their light, flexible crib shoes to their 
first welt walking shoes, recommended 
for wear by the child that has learned 
to walk with confidence. 

Very flexible soles are of prime im- 
portance in the first walking shoe. As a 
baby takes his first steps he curls his 
toes and then spreads them out to 
clutch the ground as he works to find 
his balance. The sole of his shoe must 
be flexible to bend easily with this foot 
action. Flexibility of uppers is also 
most important. Light weight, cool 
leathers, used without lining are best. 
Proper width; a high box portion to 
prevent friction while his toes grip the 
ground; ample fullness over the instep 
and a snugly fitting heel made to pre- 
vent rotation are the other requisites 
of a properly made baby shoe. A sense 
of freedom plus a sense of support and 
protection—just enough and no more— 
are what are needed. The first walking 
shoes should simulate as closely as pos- 
sible a barefoot condition plus these 
added elements needed by the child as 
he faces the difficulties and hazards of 
his first steps into the larger world of 
locomotion. 


Selby. Declares Dividend 


PorsmoutTH, O.— Directors of the 
Selby Shoe Co., Portsmouth, O., have 
announced annual earnings of $1.54 a 
common share, and declared an extra 
year-end dividend of 65 cents a share, 
payable July 6 to stock of record June 
26. A 50-cent extra dividend was de- 
clared last year. Quarterly dividend 
payments at 12% cents a share. Pres- 
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will save her money, too. Write or wi 
Trimfoot Co., Farmington, Mo. 





hoes are de- 


creases that usually form over the 
construction. She will 
readily see that they will give her youngsters better 
foot-protection, and, by lengthening the wear period, 
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YOUR BEST CUSTOMERS 


The American Mother is the Queen of Purchasing 
Power. Her primary interest is in her children. By 
offering her better children’s footwear at a price she 
is able to pay, you can bring more of her family’s 
shoe-money into your store. Win her interest and 


ckly by demonstrating how Trimfoot Pre- 





eliminate the 


re for details. 











e- Sehool CHUTES 





ident Roger A. Selby and all other offi- 
cers and directors were re-elected. 


“Powder Shoes” in Demand 


San FRANCISCO, CAL.—The war has 
created a large demand for so-called 
“Powder Shoes,” or shoes which con- 
tain no metal brads or nails. Numer- 
ous small manufacturing plants are en- 
gaged in making parts of munitions, 
where workers are required to wear 
these shoes, and one large manufac- 
turer in this area had difficulty in get- 
ting sufficient leathers to supply this 
type of workers’ equipment. 

Another factory is engaged largely 


in filling orders for workers in the 
veterans’ administration. 

An increasing demand for heavy 
work shoes for use in Alaska, Hawaii 
and other overseas areas is being made 
on shoe dealers and manufacturers in 
the San Francisco area. 


Demand for Heavy-Duty Shoes 


OAKLAND, CAL.—Dave Snide, whose 
7th Street store is one of the largest 
distributors of shoes in the East Bay, 
reports an increasing demand for heavy 
duty shoes from various shipyards and 
war plants. 


27 








Retail Trade in the War Economy 


[CONTINUED FROM PAGE 13] 


your evident concern, and there has 
been some confusion on the whole ques- 
sion, let us run over the situation. 

All during 1941, and well into early 
1942 civilian production went ahead 
at ‘record speed. Whether we should 
have produced fewer pleasure cars and 
radios at the time, and converted pro- 
ductive facilities to the making of war 
goods sooner, is now beside the ques- 
tion. Great stocks of consumer goods 
have been produced and accumulated; 
they are here in the warehouses and 
on your shelves. They will help cushion 
the inevitable consumer scarcities of a 
great war economy. But they can do 
this only if they are distributed with 
fairness to all stores, to all communi- 
ties, and to all the consumers who most 
clearly require them. That is your job 
first. To the extent that it is not done 
by the retail trade itself, the Govern- 
ment will have to lend a hand. The 
Division of Civilian Supply is con- 
cerned, because it has the responsi- 
bility of seeing that the goods available 
to the civilian economy are distributed 
where they will best serve the Ameri- 
can people in the war they are fighting. 

Inventories, retail and wholesale, as 
I have just said, are high; they are at 
the highest level in the country’s his- 
tory. If they were all evenly distributed, 
there would be little to worry about. 
But there is reason to believe that many 
of the smaller retailers and neighbor- 
hood stores have had trouble replenish- 
ing their stocks. There have also been 
complaints from storekeepers in de- 
fense areas that they have been unable 
to put in adequate stocks. To some de- 
gree, informed people in the markets 
feel that there is a lack of balance due 
to such vigorous buying by the larger 
stores and chains that there has not 
been enough available to the small 
retailer. 

If this is true, then, the months ahead 
will have to see some equalizing of in- 
ventories. Certain practices which have 
threatened to have a choking effect on 
equitable distribution must stop. 

There raust be an end to the practice 
by which buyers scurry around to buy 
up all the available supplies the mo- 
ment it looks as if an article may be 
in short supply or its production is to 
be curtailed. 

There must be an end to hoarding 
by which some retail warehouses are 
crammed with 8, 10, or 12 months’ sup- 
plies of certain articles while some of 
the stores in other cities can not get 
stocks of these goods for their cus- 
tomers. Hoarding by stores is just as 
much against the public interest as 
hoarding by housewives. 

The larger and financially more 
powerful stores cannot be allowed to 
stock disproportionate shares of the 
merchandise on the market. There must 
be equitable distribution of the avail- 


able goods as between the large and’ 
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small stores, and among the stores in 
different parts of the country. 
Inventories will, of course, decline in 
many lines during the next six months 
or a year in the face of consumer buy- 
ing—unless there is some limitation 
upon purchases by consumers, and that 
is a prospect which retailers would 
hardly relish. 

You are all seriously concerned about 
this, I know. If inventories and stock- 
sales ratios are way out of balance, 4s 
between small and large stores, as 
among different lines in the stores, as 
among different areas, then you and 
the consumer will both be in a different 
position. If people all around the coun- 
try get the idea that the small retailer 
is being squeezed too much, they will 
certainly be up in arms about it, and 
all retail trade will get a black eye. 

Some form of balance in the retail 
inventory picture will have to be 
achieved soon. Perhaps that can be 
done by the good judgment and the 
foresight of the retail trade itself. Per- 
haps it will require that the Govern- 
ment step in with some form of inven- 
tory control plan which will enable the 
retail trade to achieve balanced inven- 
tories. 

On these questions, we have our 
minds open. We are studying the facts. 
We welcome ideas and suggestions. Ail 
we can say at this point is that, before 
we attempt any plan, we will consult 
with the trade; that if any inventory 
control plan has to be put in, it will not 
call for dumping of stocks, it will be on 
the basis of line and departments in the 
store, not on a store-wide inventory 
basis; that it will take account of sea- 
sonal factors and normal stock-sales 
relationships. We will not regulate for 


the sake of regulating. We will look 
with favor upon regulation only as it 
is needed to insure equitable distribu- 
tion among stores and among consumers 
in our war effort. 


Canadian Rubber Exports 
Increase 


MONTREAL, CAN.—A remarkable in- 
crease in Canada’s export of rubber 
boots and shoes is a feature of the 
Dominion Bureau of Statistics report 
on rubber exports in May, just released. 
Boot and shoe exports totalled 202,106 
pairs, valued at $290,448, compared 
with 89,083 pairs, valued at $107,991 
in May, 1941. On the other hand there 
was a slump in the export of rubber- 
soled canvas shoes which dropped from 
86,212 pairs, valued at $62,835 to 414 
pairs, valued at $232. Export of rub- 
ber heels fell from 40,704 pairs valved 
at $2,366, to 21,385 pairs, valued at 
$979, and shipments of rubber soles de- 
clined from 7955 pairs, valued at $1,-. 
217 to 2751 pairs, valued at $441. No 
rubber soling slabs were exported in 
May this year, compared with 6241 
pounds in May, 1941. 


Directs Cleveland WPB Area 


PortTsMouTH, O.—Forest L. Williams, 
formery secretary-treasurer of the Wil- 
liams Shoe Manufacturing Co., Ports- 
month, O., has been named director of 
the Cleveland area of the War Produc- 
tion Board, covering northern Ohio and 
Northwestern Pennsylvania. He has 
been chief of the WPB’s liaison divi- 
sion of the rubber and rubber products 
branch since last December, when he 
resigned from the shoe firm. Mr. Wil- 
liams will assist area manufacturers in 
compliance with WPB’s effort and will 
co-ordinate priority, contract, and sal- 
vage activities. 





Old Time Sandal of Wood 


A wooden sandal of the days when pattens and clogs were a common type of 


footwear 


for American women. The sole is a thin strip of wood; its upper surface 


is covered with a piece of cowhide, and its lower surface is covered with a cow- 


hide 


tap. These leather layers make the hinge on which the wood sole flexes, since 


it is cut across its width. The sandal, it is believed, was worn next to the foot. 
eee ee ee shoes of the patten and clog class were worn over leather 


all-wooden, o 
them were worn by men 


ing on farms. This is one of a number of 


jece shoe was called a clodhopper, since most of 


imens 


spec 
of old time wooden footwear now preserved in the Essex Institute Museum in 
Salem, Mass. 
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MARBRIDGE BUILDING 


1328 Broadway 


47 West 34th Street 
New York 














K ‘em Walking— 
‘em Working to 
eep ‘em FLYING! 


Scott's 
Triple Feature 


HEALTH ARCH 


The Accent is on FEET today. 
Soldiérs and Civilians alike—we 
are all walking more — working 
more — and it becomes doubly 
important that our feet are able 
to ‘take it’. 

‘The Health Arch gives quick and 
permanent relief. It combines 
three necessary supports — re- 
silient sponge rubber Longitudi- 
nals, Metatarsals and Cuboids. 
Toppings are made from best 
grade of genuine leather in at- 
tractive russet color, treated to 
resist moisture. 


A QUALITY ITEM MADE TO SELL AT A PROFIT! 
ORDER YOURS TODAY!! 
$18.00 Per Doz. 


SCOTT FOOT APPLIANCE CO., OMAHA, NEB. 


$205.20 Per Gro. 





Honor for 
General Cary Spence 


KNOXVILLE, TENN.— General Cary 
Spence, head of the Spence Shoe Com- 
pany, former city councilman and 
prominent in local political and civil 
circles, was recently re-elected a direc- 
tor of the Great Smoky Mountain Con- 
servation Association, an organization 
for the promotion of tourist travel 
throughout East Tennessee. 


Feature Sport Shoes 
And Slippers 


MILWAUKEE, Wis.—Heavy promotion 
by leading shoe outlets here for 
Father’s Day resulted in a first rate 
business in men’s sport shoes and 
slippers. 

Ed. Schuster & Co. urged “slippers 
for Dad’s leisure hour comfort,” assert- 
ing that “they’ll help him relax after 
a hard day’s work on the Home Front!” 
Featured styles included the Rorheo in 
brown or black kid, the opera in blue, 
wine, brown and black kid, the Everett, 
& moccasin and an oxford. 

Casuals and golf oxfords were also 
pushed by Schuster’s with good success. 
Brown and white and antiqued tan 
received a good play. 

Walk-Over also featured casuals for 
Father’s Day with numbers in wine, 
blue and saddle reported as being good. 
S. J. Brouwer & Son called particular 
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attention to a moccasin of antiqued 
brewn leather, as well as to tan terry 
cloth locker scuffs with sponge rubber 
platform sole and heel. 

Jos. A. Schumacher, the Boot Shop, 
recommended “give Dad a real ‘kick’ 
. . » Wing tips in brown and white or 
black and white.” The store reminded 
that “if he’s a customer of ours, we 
have his size.” 

From many reports there has been a 
slight boost in the slipper business for 
men, an indication that longer work 
hours are resulting in a greater desire 
to relax at home in the evenings. 


Western Promotion 
Builds Sales 


SaLt LAKE City, UTAH—Tying pro- 
motions in newspapers with stories on 
plans for Covered Wagon Days, Pio- 
neer Days, and other rodeo and round- 
up events marking the July 24 anni- 
versary of the arrival of the Mormon 
pioneers in Utah, Auerbach’s depart- 
ment store, one of the West’s oldest 
and largest stores, has launched its 
ad campaign for the sale of cowboy 
boots. 

Attractive advertisements plus an 
authentic dude ranch atmosphere in the 
store’s Rancho Villa shoe department 
are featured. A section of pine and 
quaking asp corral fence, wagon wheel, 
oxen-yoke and coal-oil lamp displays 
are attracting visitors and boosting 
sales. 


Observes 30 Years of Service 


WATERTOWN, Wis.—W. A. Schumann, 
superintendent of the Mid-States Shoe 
Company’s plant here and at Waterloo, 
Wis., recently observed his 30th anni- 
versary with the firm. Mr. Schumann, 
who assumed his present post with the 
firm in 1923, has been identified with 
shoe factories for about 37 years. The 
present company was originally the 
Peals & Torry Shoe Co., later the 
Peals-Pratt Shoe Manufacturing Co. 
and in 1925, when Walter Booth became 
associated with it, was known as the 
Walter Booth Shoe Co. In 1937, the 
name was changed to the Mid-States 
Shoe Co, with Charles D. Ortgiesen as 
president. 


Establish District OPA Office 


RocHEster, N. Y.—A district office 
of the Office of Price Administration 
has been established in Rochester, with 
Joseph Belden, fioor covering buyer for 
Sibley, Lindsay & Curr Company as 
district administrator. The office is to 
be located in the Temple Building. 
Other upstate district offices are in 
Buffalo, Syracuse, Albany and Bing- 
hamton. 

Shortly after the Rochester office be- 
gins functioning, it is expected that 
shoe retailers will hold a meeting to 
arrange for full co-operation in the 
program as it affects footwear. 














By trend and ruling, simplicity marks the fashions of the 


year. In shoes, above all else, quality has never. been more 
evident, has never been more sought-after by wise women 
shoppers, who know that quality begins with the leather. 
Foot-flattering after-dark shoes, foot-at-ease town shoes of 


New Castle Division’s BLACK SHADOW KID are underwritten 


in quality and beauty 


‘ aM 
New Castle Division GT Kid Company 


100 Crold Street Ne “ York ( it, 
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New York Shoe Travelers Meet with OPA 


Purpose of Gathering to Acquaint Salesmen with Regulations 
on Posting and Listing of Ceiling Prices. Need for 
More Frequent Retail Meetings Stressed 


New YorK—Traveling shoe sales- 
men who make their headquarters in 
New York City were asked by F. Paul 
Riley, of the local Office of Price Ad- 
ministration, to a meeting in the Em- 
pire State Building on Friday after- 
noon, June 19. 

The purpose of the meeting which 
was very well attended, was for the 
purpose of acquainting the.shoe travel- 
ers with the regulations on the listing 
and posting of maximum or ceiling 
prices as required by law, so that they, 
in calling on their customers, could pass 
on this information and in general be 
of aid to retailers in the many questions 
arising out of this regulation. Also, 
as Mr. Riley put it, they could “spread 
the gospel” among the many small re- 
tailers throughout their territories who 
because of business could not attend 
the regional meetings that have been 
held. 

The need for more retail group meet- 
ings was stressed by Mr. Riley but 
until such time as the OPA field force 
is enlarged to carry on this work, he 
asked the travelers to aid in further- 
ing this information and the latter 
promised their full cooperation. 

Section 13 of the General Maximum 
Price Regulation provides that: 

“(a) On and after May 18, 1942, 
every person offering to sell a cost-of- 
living commodity at retail shall mark 
the maximum price of such commodity 
in a manner plainly visible to, and 
understandable hy, the purchasing 
public. . . . 


“(b) On or before June 1, 1942, 
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Dates to Remember 


Monthly Shoe Show, Shoe Travel- 
ers’ Association of Chicago, 
Chicago, Ill. 


Morrison Hotel, 
June 29, 30, 1942 


Michigan Shoe Travelers’ Club, 
Annual Fall Shee Show, Hotel 
Statler, Detroit, Mich. 

July 6, 7, 8, 1942 

Second Annual Baltimore Shoe 
Fair, Lord Baltimore Hotel, Bal- 
timore, Md. July 12, 13, 14, 1942 

National Shoe Fair, Hotel Stevens, 
Chicago, Illinois. 

November 2, 3, 4, 5, 1942 





every person offering to sell cost-of- 
living commodities at retail shall file 
with the appropriate War Price and 
Rationing Board of the Office of Price 
Administration a statement showing 
his maximum price for each such com- 
modity, together with an appropriate 
description or identification of it. Such 
statement shall be kept up to date by 
such person by filing on the first day 
of every succeeding month a statement 
of his maximum price for any cost-of- 
living commodity newly offered for sale 
during the previous month, together 
with an appropriate description or 

identification of the commodity.” 
Under Section II, every person selling 
commodities or services is required to: 
“(a) Preserve for examination by 
[TURN TO PAGE 33, PLEASE] 
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Wartime Promotion of Fashion 
Theme of N.S.R.A. Book 


New YorKk—The Nationa! Shoe Re- 
tailers’ Association’s ninth edition of 
“Fashion and Footwear,” available only 
to members of the Association, will be 
ready for distribution about July 10th. 
Its keynote, “How to Conserve Mate- 
rials and Promote Fashions in War- 
time,” is offered as “the theme of every 
retail operation for the duration of the 
war.” 

Official Fall shoe colors are used ex- 
clusively in the suggestions for color 
coordination in this new edition. The 
book contains six sections and covers 
new silhouettes under Government gar- 
ment regulations. Types of clothes 
suited to customers’ wartime living con- 
ditions and activities include back-to- 
school clothes; fashions for travel and 
sports; all-occasion city-country fash- 
ions; town clothes; afternoon and even- 
ing clothes related to wartime work. 

There are swatches of shoe and bag 
leathers, costume fabrics, millinery, 
gloves, hosiery and make-up. Costume 
fabrics are limited to staple weaves, 
but color is still available, at least for 
Fall selling. Coordination of official 
shoe colors with costume colors is 
graphically charted on every page of 
this new book. This ninth edition of 
“Fashion and Footwear” is considered 
the most important ever offered to the 
trade and its use is urged for the “edu- 
cation and training of the selling staff 
under these unusual conditions.” 

Available only to members of the Na- 
tional Shoe Retailers’ Association, 274 
Madison Avenue, New York, N. Y., the 
price is $3.50 per copy in the United 
States, including cost of delivery; to 
affiliate members in Canada and Mex- 
ico, including delivery, $4.00 in U. S. 
currency, or its equivalent. 





Baby Shoe Business Marks Fortieth Year 


The original Mrs. Day's Ideal Baby Shoe Company factory in Danvers, Mass. The 
shop measured 12 x 16 feet. Wooden pegged shoes for children were produced 
there 100 years ago. 


DANVERS, Mass.—Mrs. Day’s Ideal 
Baby Shoe Company this. year cele- 
brates its fortieth anniversary, and 
Mrs. Adra L. Day, who founded the 
enterprise in 1902, at which time the 
company had for its factory the 12 by 
16 foot shop in which the first wooden 
pegged shoes for children were made 


MRS. ADRA L. DAY 


100 years ago, is still in active charge 
of the business. It is believed to be 
the oldest and the largest establish- 
ment of its kind in the country. 

No successful business has ever been 
started without a sound idea and a 
personality behind it. Mrs. Day’s idea 
was born of a conviction that too little 
attention was being paid to the care 
of baby feet, that well-fitting shoes 
were important for the growing foot 
and that these well-fitting shoes might 
even be made to be attractive in appear- 
ance—all three of which were radical 
departures from the accepted thinking 
of that day. 

The first Ideal baby shoes were made 
by Mrs. Day and one assistant and 
were sold by Mrs. Day to retail stores. 
Later she was to pioneer the idea of 
the infants’ shoe department in de- 
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partment stores, since it was her sales 
ability which first showed the possibil- 
ities of such a specialized method of 
distribution. Today the Mrs. Day 
ideal baby shoe market is defined as 
every town in the United States with 
a population of 5000 or more and, until 
the outbreak of the war, many foreign 
countries as well. 

The history of the company is one 
of successive moves to larger factories 
and the expansion of factories already 
in operation. Larger quarters were 
needed in 1905 and again in 1916. 
These were gradually enlarged until 
in 1925 when a new plant was pur- 
chased, the older one being used for 
the manufacture of shoes with flex- 
ible hard soles. This older factory was 
enlarged in 1930 and again in 1938. 
Today the company is producing thou- 
sands of pairs daily. 

To Mrs. Day furthermore, goes the 
credit for another piece of pioneering 
which has been an important factor 
in the ability of the merchant .to fit 
infants’ feet correctly. Reasoning that, 
if the feet of adults show deviations 
from what might be called normal, the 
feet of infants must also show the 
same deviations—in other words that 
the truism, “feet are as individual as 
faces”, applies equally to babies and 
grown-ups—Mrs. Day instituted and 
carried through an extensive investi- 
gation designed to determine not only 
how many foot types there are, but 
also how lasts should be designed to 
insure good fitting shoes for the types 
discovered. ; 

In this work she received the whole- 
hearted cooperation of orthopedists 
and other members of the medical fra- 
ternity. Hundreds of X-ray photo- 
graphs were taken, studied and the 
various shapes classified. Then lasts 
were made to measurements decided on 
by Mrs. Day and her then rapidly 
growing corps of consultants. This was 
several years ago, but the impetus it 


gave her business has not diminished 
from that day to this. Information 
regarding infants’ feet and their care, 
secured during these days of early ex- 
perimentation shas been compiled in 
book form to aid mothers, doctors and 
merchants, and so thoroughly con- 
vinced is Mrs. Day of the rightness of 
her foot knowledge that she has had 
produced an educational sound picture 
for use of Parent-Teacher Associations, 
clinics and the shoe trade. 

Today, so widespread is the demand 
for these shoes that stocks are carried 
in Chicago and San Francisco, and the 
output instead of being sold by Mrs. 
Day, the first woman shoe salesman 
in the country, is now sold by a well- 
trained staff of 17 salesmen and women 
demonstrators. 


Find Materials to 
Replace Rubber 


CAMBRIDGE, Mass.— New formulae 
for its products, containing little or no 
rubber, have been worked out by Dewey 
& Almy Chemical Company here, with 
the result that the company’s rubber 
consumption has been reduced to an 
average of 35 per cent of the amount 
of rubber that would have been needed 
a year ago, at the current rate of 
production. Since over 80 per cent of 
the company’s sales are normally of 
materials containing rubber, this rep- 
resents a substantial reduction. Sales 
for the first four months of this year 
were 25 per cent higher than those for 
the same period a year ago. 

The company is also building a plant 
in which “buna” latex and other rubber 
replacements will be manufactured, 
and it is expected that this new plant 
and continued research will enable the 
company to cut down even further 
in the use of rubber, without affecting 
adversely the quality of the products. 
This plant is expected to be ready for 
operation in July. 

Synthetics have replaced rubber in 
such shoemaking materials as fabri- 
cated insoles and welting. Only 25 per 
cent of the rubber used a year ago 
is being used at present for shoe 
cements. 


Travelers to Hold Annual 
Golf Tourney July 14 


NEw York—The Boot and Shoe Tra- 
velers Association of New York will 
hold their annual golf tournament on 
Tuesday, July 14, at the North Hills 
Country Club, Douglaston, L. I. 

Play will begin in the morning fol- 
lowed by a luncheon after which there 
will be more golf. For those who do 
not play, other forms of amusement 
such as horseshoe pitching, etc., will 
be offered. 

Tickets for the affair may be secured 
from Charlie Havranck, secretary of 
the association, at his office in the Mar 
bridge Building, or from members of 
the committee. 
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N. Y. Travelers Meet 
With OPA 


[CONTINUED FROM PAGE 31] 


the Office of Price Administration all 
his existing records relating to the 
prices which he charged for such of 
those commodities or services as he de- 
livered or supplied during March 1942, 
and his offering prices for delivery or 
supply of such commodities or services 
during such month; and 

“(b) Prepare, on or before July 1, 
1942, on the basis of all available in- 
formation and records, and thereafter 
keep for examination by any person 
during ordinary business hours, a state- 
ment showing: 

“(1) The highest prices which he 
charged for such of those commod- 
ities or services as he delivered or 
supplied during March 1942, and his 
offering prices for delivery or supply 
of such commodities or services dur- 
ing such month, together with an 
appropriate description or identifi- 
cation of each such commodity or 
service; and 

“(2) All his customary allowances, 
discounts, and other price differen- 
tials.” 

Under an amendment, retailers were 
given until July 1 to file their state- 
ments on cost-of-living commodities. 
There has been some misunderstanding 
and failure to comply properly with 
the posting of ceiling prices. OPA is 
very desirous of obtaining complete 
compliance with both requirements by 
July 1. 


100 Per. Cent Participation 


In Bond Campaign 


PEABODY, Mass.—A drive to encour- 
age the regular purchase of U. S. War 
Bonds through a payroll deduction plan 
has resulted in the 100 per cent par- 
ticipation of the employees of the va- 
rious plants of A. C. Lawrence Leather 
Company here. 

The Company is now entitled to fly 
the Minute Man Flag made available 
by the United States Treasury Depart- 
ment to firms which have attained com- 
plete employee participation in the Pay- 
Roll Savings Plan. The flag signifies 
that the employees, through systematic 
purchase of U. S. War Bonds, are help- 
ing to pay for the equipment needed by 
the country’s fighting forces. 

Efforts are being continued to in- 
crease individual allotments in line with 
Secretary of the Treasury Morgen- 
thau’s request that total deductions for 
War Bonds amount to 10 per cent of 


the payroll. 


Heads Shoe Department 


CoLumsBus, O.—JIrving Russell has 
been appointed buyer of the women’s 
shoe department at Union Clothing 
Company, here. He succeeds Howard 
Froman. 
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real source of profits. 
Inquiries invited 


357 Fourth Avenue 
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Branch Offices 
= LYNCHBURG, VA. GRAND BAPIDS, MICH. LOS ANGELES, CALIF. 
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Ps 
WILLIAM IseLin & Co., INC. 
FOUNDED 1808 3 
Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 


for Manufacturers 
and Selling Agents 
of Shoes, Leather 
and Allied Products 


NEW YORK 





Kid Company Reports 
On Colors 


New York—Summarizing the latest 
color trends in shoes and ready-to-wear, 
Miss Rhea Nichols, style director of 
Allied Kid Company, reports as follows: 

Black has been bought in all leathers; 
in suedes, for town and dress; in crush- 
ed kidskin for town and career shoes, 
for uniform shoes and walking shoes; 
in black Shadow Kid for trig, new look- 
ing ties, in after-hour sandals, in 
opened-up pumps. Town Brown has 
been specified for staple oxfords, for 
expensive tailored shoes and pumps, 
dress types, opened-up sandals and 
elasticized pumps. Pine Green is the 
outstanding promotional color. It 
matches read-to-wear coatings, blends 
with all lighter greens of dress rayons 
and woolens. Turftan remains in favor 
as a spectator and walking shoe color. 
As the season progresses there is in- 
creasing demand for Golden Tobacco 
which antiques and polishes well in 
smooth and crushed finishes. With the 
light-toned dress woolens, Golden To- 
bacco Doeskin is a good looking cos- 
tume accent. 


Kona Red has sold far in excess of 
the past season, particularly in crushed 
leathers. This color can be antiqued 
and polished effectively. Bluejacket 
carries over as usual, very staple and 
small in volume. Pecan has been 
recognized as a promotional brown in 
quality lines to promote with brown 
furs and light winter greens and beiges. 
Poodle Brown and York Grey, both 
matching fabric colors have sold in very 
limited quantities only. 

Bright Red, not available earlier in 
the season, is now being specified by 
shoe manufacturers. Bright Red sold 
fourth throughout the country during 
the Spring season, and it should have a 
carryover value. 


Joins Army Air Force 

MIAMI, FLA.—Private Si Weinberger, 
formerly of New York City, and for the 
past two years manager of the Ansonia 
De Luxe Shoe Shop on Lincoln Road, 
Miami Beach, Fla., is now a member 
of the Army Air Force. He recently 
spent six weeks in New York City. 





Cuban Representative Visits Home Office 


eS 
“ * “a. 


rd 
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Baltimore, Md.—Galo Menendez, Cuban representative of D. Myers & Sons, and 
Senora Menendez recently visited the Myers home office in Baltimore where they 
were given a preview of the Meyers Fail line. After spending some time in Balti- 
mere, Senor and Senora Menendez proceeded to New York for a vacation. The 
photo above shows Elkan Myers (left), Senora Galo Menendez, and Galo Menendez 
admiring one of the new fashions that constitute the D. Myers & Sons Fall line. 
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Workshoes 
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STEEL TOE 
SAFETY SHOES 


and 
POPULAR PRICED 
WORK SHOES 
Carried In Stock 
GOODWILL SHOE 
COMPANY 
Union Made Holliston, Massachusetts 
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Innersoles 
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NEWFLEX 


Introduce us 
to the wearers, 
We do a JOB as 
good-will bearers. 
EDGAR S. KIEFER TAN 


NG C 
TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES: CHICAGO, 223 W. LAKE ST. « BOSTON, 42 UINCOIN ST. 


PIGSKIN 


INNERSOLES - COUNTERS: WELTING 
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Sandals 
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SNAPPY LUGGAGE TAN UPPERS 
LEATHER SOLES 


$1.65 

Send for New 
Catalog 

STYLE #1001, MEN'S SIZES 6-12 “SCO Athletic 
STYLE #1002, LADIES’ SIZES 4-9 Footwear 


ARNOFF SHOE CO., INC., 101 Duane St.,N.Y.C. 
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Riding Boots 
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and CHILDREN 
ALSO 

JODHPUR & FIELD 
BOOTS 











New Officials Named by E. P. Reed & Co. 


H. ARTHUR BURCH 


RocHESTER, N. Y.—Three well-known 
figures in the women’s shoe field have 
been elected officers and directors of 
E. P. Reed & Company. The three are: 
H. Arthur Burch, vice-president; W. 
Harvey Holmes, secretary; and Walter 
G. Rickard, plant superintendent. In 
addition to the new titles, all were made 
members of the firm’s board of direc- 
tors. Their advancement was officially 
announced by Lester H. Reed, presi- 
dent, following the 76th annual meet- 
ing of the Rochester concern recently. 

Still in their forties, the new officers 
are veteran Reed employees, their years 
of service totaling over 70 years. Ar- 
thur Burch, new vice-president, joined 
the Reed staff in 1925, in the cost de- 
partment. Subsequently, he became 
assistant sole leather and upper leather 
buyer, a field in which he has become 
a recognized expert. In his new posi- 
tion, he will continue to head the cost 
department, as well as directing all 
leather purchases. 


W. HARVEY HOLMES 


WALTER G. RICKARD 


Mr. Holmes, “Harvey” to buyers from 
coast to coast, started work as a ship- 
ping clerk with the company 31 years 
ago. Subsequently, he worked his way 
up through almost every department 
and today heads the in-stock depart- 
ment as well as being a member of the 
style and advertising committee. 

As new plant superintendent, Walter 
Rickard follows a family tradition, 
stepping into the shoes of his father, 
the late Martin J. Rickard, who in turn 
followed his father in Reed’s employ. 
Walter Rickard began his work in the 
welt department 22 years ago and was 
assistant factory superintendent prior 
to his present advancement. 

In addition to the newly elected mem- 
bers, other directors and officers of E. 
P. Reed & Company are: Lester H. 
Reed, president; Guy E. Manley, execu- 
tive vice-president; Edgar M. Reed, 
vice-president, and J. Allen Farley, 
treasurer. 





Sales Gain 35 Per Cent 
Over 1941 


PHILADELPHIA, Pa.—According to the 
official report of the Department of 
Research and Statistics sales in the 
Philadelphia district had a gain of 35 
per cent for the first four months over 
the same period of 1941. During March 
there was a small slump in the average 
column due to a let-up in rural dis- 
tricts, but this amounted to only 2 per 
cent. For April there was a gain of 
10 per cent over 1941. 

Combination colors continue to be the 
outstanding demand. White with brown 
tips and foxing, two-tone tans are far 
far more in demand than any other 
combinations. 


Shoe Accessories 
For Father’s Day 


SEATTLE, WASH.—Father’s Day mer- 
chandising here focused attention on 
shoe trees as well as shoes and slippers 
in the department stores and shoe 
shops. Especially were thé former 


items featured because of the conserva- 
tion and salvage programs uppermost 
in everyone’s mind. 

Frederick & Nelson emphasized in 
special promotion the gift of oak shoe 
trees as an inexpensive and appreciated 
gift for Father’s Day. It has long 
emphasized the value of shee trees with 
a special tree service for children’s 
shoes, substituting larger sizes of trees 
as successively larger sizes of shoes 
were sold for little customers. Other 
stores promoted slippers and comfort- 
able shoes for father as special June 
2ist features. 


Business Ahead of Last Year 


Houston, Texas—Business is going 
ahead of last year’s figures, R. G. 
Frownfelter, manager of the Vogue 
Shoe Stores of Texas, reported. Low 
heel shoes are showing tremendous 
gain. Brown and white are outstand- 
ing, with white making exceptional 
strides. Blue and black with white are 
in the background. Spectator pumps 
are the notable sellers. Any type of 
light airy shoe is in demand, particu- 
larly the sandal, Mr. Frownfelter said. 
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Huge Order Placed for Army Service Shoes 


Approximately 3,000,000 Pairs Distributed Among 56 Manu- 
facturers. Single Awards Run as High as 504,000 Pairs 


Boston, Mass.—Awards of contracts 
to manufacture nearly 3,000,000 pairs 
of Army service shoes have been an- 
nounced at the local Quartermaster 
Depot, as follows: 

E. E. Taylor Corporation, 15,000 
pairs; Freeman Shoe Corporation, 
52,000; Brown Shoe Co., 200,000; In- 
ternational Shoe Co., 504,000; Albert 
H. Weinbrenner Co., 50,000; A. G. 
Walton Sons Co., 10,000; J. F. McE)- 
wain Co., 300,000; Endicott-Johnson 
Corporation, 332,000; Commonwealth 
Shoe and Leather Co., 25,000; General 
Shoe Corporation, 120,000; Craddock- 
Terry Co., 60,000; Holland-Racine Shoe 
Co., 60,000; Weyenberg Shoe Mfg. Co., 
125,000; Cannon Shoe Co., 75,000; Mid- 
States Shoe Co., 30,000; Hanover Shoe 
Co., 40,000; Ascutney Shoe Corpora- 
tion, 10,000; Daly Bros. Shoe Co., 45,- 
000; R. P. Hazzard Co., 40,000. 

John Pilling Shoe Co., 12,000; J. 
Landis Shoe Co., 20,000; Shelby Shoe 
Co., 25,000; Bedford Shoe Co., 12,000; 
Joseph F. Corcoran Shoe Co., 25,000; 


Jung Shoe Mfg. Co., 8,000; Milwaukee 
Shoe Co., 10,000; Allen-Squire Co., 
50,000; Belleville Shoe Mfg. Co., 36,- 
000; William Brooks Shoe Co., 30,000; 
Hubbard Shoe Co., 25,000; Hill Bros. 
Co., 20,000; Perry-Norvell Co., 27,000; 
Saco-Moc Shoe Corporation, 10,000; 
Bridgewater Workers’ Co-Operative 
Association, 13,000; G. P. Crafts Co., 
13,000; Gardiner Shoe Co., 14,500; 
Charles A. Eaton Co., 125,000. 

A. R. Hyde & Sons Co., 57,000; John 
E. Lucey Shoe Co., 30,000; Sam Smith 
Shoe Corporation, 25,000; E. J. Givren 
Shoe Co., 20,000; Leonard and Barrows 
Shoe Co., 30,000; A. Freedman & Sons, 
15,000; Doyle Shoe Co., 20,000; Gil- 
Ash Shoe Co., 12,000; John A. Frye 
Shoe Co., 12,000; Farmington Shoe 
Mfg. Co., 12,000; Knipe Bros., 13,000; 
Conrad Shoe Co., 12,000; Red Wing 
Shoe Co., 7,500; Chippewa Shoe Mfg. 
Co., 6,000; Koss Shoe Co., 12,000; J. 
W. Carter Co., 13,000; Boston Athletic 
Shoe Co., 7,000; Wall-Streeter Shoe 
Co., 20,000; J. Edwards & Co., 7,500. 





Change Hours 


For Defense Workers 

MEMPHIS, TENN.—AIl Memphis shoe 
stores and shoe departments have com- 
bined in lengthening store hours for 
the benefit of defense workers working 
various shifts in local war plants. 
Hours for week days are 9 A. M. to 
5:30 P. M.; Saturdays, 9 A. M. to 7 
P. M. However, stores will not open 
until noon on Thursdays and will remain 
open until 9 P. M., the forenoon closing 
being for the purpose of adjusting the 
total length of the work week for em- 
ployees. A similar schedule has been 
adopted by Bell’s Booteries and other 
Nashville stores. 


Novel Shop Sells 
Children’s Play Choes 


St. Louis, Mo.—A novelty idea in 
children’s shoe merchandising which 
has gone over well at Famous-Barr 
Company here, is the “Little Rancho 
Shop” which Sam Oberman, children’s 
shoe buyer, has set up in the front of 
his third floor department. The “Little 
Rancho” is a duplicate in miniature of 
the regular women’s “Rancho Shop” a 
few feet away—done in adobe colors 
with red tile and grass mats to resem- 
ble a Spanish hacienda. The Little 
Rancho shop is smaller, but has space 
for showing 60 pairs of colorful chil- 
dren’s play shoes and seating facilities 
for 40. 

Mr. Oberman has carefully matched 
play shoes selections in bright primary 
colors and in canvas and in leather 
with the play shoes shown by the larger 
Rancho Shop—so that mothers taking 
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up the Mother and Daughter idea in 
clothing can now follow it through with 
footwear. A record volume of canvas 
play footwear is being sold. 


New Store Opens 


DetroiTr, Micu.—Ray’s Boot Shop 
was recently opened at 4848 Michigan 
Avenue by Harold Zalla. Mr. Zalla 
comes from a well-known shoe mer- 
chandising family in Detroit; his 
father, Benjamin Zalla, has operated 
Zalla’s Shoe Store at 7152 Michigan 
Avenue, about two miles away, for 
several years. 

The new store caters strictly to the 
feminine trade, with medium and low- 
priced novelty merchandise predomi- 
nating. 

Store is of “bandbox” proportions, 
being only about twelve feet wide. 
Relatively deep vestibule is flanked on 
either side by a shallow display window 
in a triple-banked angular setback, get- 
ting remarkable display. Interior is 
light in treatment, with a definite eye- 
appeal to the feminine visitor. Store 
has concealed stock, thereby compen- 
sating for small size, and achieves an 
intimate atmosphere. 

Sam Schwartz is store manager. 


Store Ownership Changes 


NASHVILLE, TENN.—Fred Harvey of 
Chicago, Ill., recently purchased Den- 
ton’s Department Store, 518 Church St. 
Few changes were made in the per- 
sonnel, but the name of the store was 
changed to Harvey’s. A shoe depart- 
ment is operated by the firm. 
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Workshoes 
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eeeeeee ene MEN'S & BOYS’ WORK SHOES 


Honest Value 
In Boery Pour 


inc, 
KEENE, WN. ht. 
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Shoe Carrybags 
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Have You a | 
Wrapping Problem? | 


RY Cohoes 


Shoe Carrybags | 


(For Feminine Footwear) 


Please Customers, 
Clerks and Purse! 


MILLIONS IN USE! 
Cohoes Envelope Co., Inc., Cohoes, N. Y. 
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Carton Labels 


LO re 


SHOE CARTONJABELS 
JAE label makes 
THE package— 
TOLMAN: DAVIDSON 


—ADVERTISING PRESS 
BROCKTON, MASS. 


Oe Or Or Oe Oe 


Bowling Shoes 
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BUY WAR SAVINGS BONDS & STAMPS 


$4.99 BUY Now 
UU PAY LATER 


up No. 734L Wes. Ox. 1.90 
Neo. 732X Men's Ox. 2.00 
Ne. 731X Men's HI. 2.10 
15 Additional Styles, 
Immediate Delivery 
Sept. | DATING— 
Payable Oct. 10 
SEND FOR 
CATALOG 


| ARNOFF SHOE CO.,INC., 101 Duane S$#.,N.Y.C 
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Women's Shoes 
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QUALITY 
WOMEN'S SHOE JOBS 
: FROM 
AMERICA’S FINEST FACTORIES 


BARIS SHOE CO., INC. 
79-81 Reade St.. New York City 
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Children's Shoes 
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The C. A. Haines | 
Shoes for Children 


IN STOCK 


» - 12 
BCD, all colors 


Fiex-A-Proved 
construction, and 
smooth inside, scientif- 


leally designed; aii 
leather. Write for Cata- £2! 


* wrt tn 
SUPERIOR SHOE CO.. 


Mfrs. 
508 S. Peoria St. Chicago 
also carried in stock by 
American Shoe Co., . & Bro. Co., 
251 W. Jefferson St., 119-121 E. Columbia St., 
it Fort Wayne, tndiens 
Jayson Shoe Co Los Angeles, Cai. 
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Golf Shoes 
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BUY WAR SAVINGS BONDS AND STAMPS 


§ REMOVABLE 
60 SPIKES 
AT ONCE 
DELIVERY 


* Brown Elk Uppers 
* Color Combinations 


60 & 2161 
Ladies’ No. 2140-2141-2142 
Send for Catalog—ASCO ATHLETIC FOOTWEAR 


ARNOFF SHOE CO.,INC., 101 Duane $+.,N.Y.C 








Opens Downstairs 
Shoe Department 


NASHVILLE, TENN.—Tinsley’s De- 
partment Store, facing Church Street, 
has expanded its shoe department to 
include a downstairs shoe department 
with entrance on Seventh Avenue. Sold 
in this department are lines from $2.95 
to $5.95. 


3 


Study Retail Advertising and Promotion 


3¢. Louis, Mo.—The week of June first brought Brown Pian field men to St. Louis 
from all parts of the country to attend the first of a series of classes in which are 
taught new approaches to retail advertising and promotional problems arising 
from prevailing conditions. These classes, according to Harold Moore, retail pro- 
motional manager of the Brown Plan Division of Brown Shoe Company, are also 
planned to train the field men in preparation for any post-war declines in business. 
The course, conducted in special rooms of thé Claridge Hotel, includes Diagnosis of 
Advertising Expenditures, Planning, Merchandising, Timing, Testing and Prepara- 
tion of Advertising, Personnel Development, Store Structure, Layout and Display. 





War Bond Drive Going 
Strong in New England 


Boston, Mass.—‘Seventy-five per 
cent of the 19,174 employees of the first 
51 shoe and leather companies already 
enrolled in the Payroll Deduction Plan 
of the U. S. Treasury Department, are 
contributing $20,000 a week for War 
Stamps and Bonds,” according to 
George A. Dempsey, Chairman of the 
Industry’s War Savings Bonds Com- 
mittee. “Many more companies have 
not yet reported, and doubling of these 
contributions is expected when the final 
results are secured.” 

During the first week in June, these 
51 companies, employing 19,174 work- 
ers at a total payroll of over a half a 
million dollars, had enrolled 13,805 em- 
ployees, or 75 per cent of the total, in 
the Treasury’s Payroll Deduction plan, 
and they are making weekly contribu- 
tions of $19,412.52 for War Stamps and 
Bonds. Fifteen of these companies had 
90 per cent or more of their employees 
enrolled in the plan and three com- 
panies reported enrollment of 100 per 
cent. 


Charles Winslow Smith 


RocHEsSTER, N. Y.—Charles Winslow 
Smith, 62, president of the Sherwood 
Shoe Company and noted as a church- 
man and civic worker, died at Strong 
Memorial Hospital recently, after an 
illness of several months. 

Mr. Smith, a descendant of William 
Bradford, the second governor of 
Massachusetts, was born in Water- 
bury, Conn., June 6, 1880. He was 
graduated from Yale University and 
devoted a time to teaching before com- 
ing to Rochester in 1904 to become 
employed by- the Sherwood Shoe Com- 
pany. The following year he was 


married to Miss Carolyn Augusta Sher- 
wood, daughter of Frederick A. Sher- 
wood, owner of the business, which has 
a large plant on South Goodman Street 
and was at one time manufacturing 
6,000 pairs of shoes daily. 

Mr. Smith became treasurer of 
the firm in 1906, continued with it 
through the years, and upon the death 
of Mr. Sherwood he became its presi- 
dent. Although the firm name was 
continued and an office maintained, the 
company ceased the manufacturing of 
shoes about four years ago. 

A director of the Marine Midland 
Corporation, Union Trust Company, 
Rochester Gas & Electric Company and 
other concerns, Mr. Smith was active 
in Rochester business life, as he was in 
social life through membership in lead- 
ing clubs. 

Besides his widow, he leaves two sons, 
Sherwood Winslow Smith and Burton 
Cheney Smith, both of Rechester. 


Three Sons in Armed Forces 


Oak ParK, IztL.—S. Ragalie, owner 
of the Ragalie Boot Shop in this Chi- 
cago suburb, raised his three boys to 
be soldiers. Three sons, all formerly 
in the shoe business, mark his proud 
contribution to the armed services. 

Donald and Robert are in the Army 
Air Corps, and Gene is in the Coast 
Artillery. Donald, well known among 
the shoe trade, is the oldest of the three 
boys. Robert is stationed at an air 
field in the Mid-West. His two hun- 
dred pounds of bone and muscle, was 
always on the job when he carried the 
ball over the line at Oak Park High 
School -football games. Gene, the 
youngest, has been in the Army nearly 
a year, and is now assigned to the 
Coast Artillery somewhere on the 
Pacific. 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 


























MEXICAN HUARACHES 
IMMEDIATE DELIVERY 





$1759 gozen 


No. M-100 Guadalajara 
Sizes: 3454-74 for 

™ Ladies. Popular natu- 
ral beige leather, low 
heels, loose heel 
straps. 


AIRMAIL US OR WIRE COLLECT 
ORDERS SHIPPED THE SAME DAY 


Th QLD MEXICO SHOP 


SANTA FE-- NEW MEXICO 








Appoint Council Members 


ROCHESTER, N. Y.—John W. Mills, 
new president of the New York State 
Shoe Retailers’ Association, announces 
appointment of the following members 
of its executive council for the coming 
year: Jesse L. Patten, Schenectady; 
Lloyd L. Lawson, Oneonta; William 
Pidgeon, Rochester; Ernest N. Park, 
Syracuse; Jay T. Huff, Poughkeepsie, 
and Robert F. Dacy, Watertown. 
President Mills is chairman of the 
council, and Harry A. Chase, executive 
secretary of the association, is its sec- 
retary. The council has authority to 
take action in all matters where the 
board of directors has jurisdiction. 








Grouping Ads Proves 
Effective 


RICHLAND CENTER, Wis.—Wolf Shoe 
Company, here, have a special method 
for getting the most out of their adver- 
tising. One of the local newspapers 
publishes a Fashion Supplement, and 
the store runs a group of ads on one 
of the pages of this supplement twice 
a year—in the Spring and in the Fall. 
The cost is not high, and the store gets 
results by grouping the ads of the 
various lines carried. 

The paper makes a de luxe edition. of 
the supplement and covers the entire 
trading area up to thirty or thirty-five 
miles in all directions. While regular 
editions run about 2500, this special 
one runs 6500 copies. 

Business this season has been about 
average for a store in a small city— 
4500 population—considering the fact 
that no defense plants are in the im- 
mediate vicinity. Wolf Shoe Company 
reports a gain of 15 to 17 per cent over 
last year. 





Ensign Joseph S. Stern, Jr., 
Marries 

CINCINNATI—Mr. and Mrs. Frederick 
W. Stern, of Cincinnati, have announced 
the marriage of, their daughter, Mary, 
to Ensign Joseph S. Stern, Jr., U.S.N.R., 
on June 14. 
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Maxwell Field Honored 


Boston, Mass.—Maxwell Field was 
re-elected President of the Boston 
Trade Association Executives, the New 
England association of professional 





MAXWELL FIELD 


trade association managers, at the 
thirteenth annual meeting held June 15, 
in Boston. Mr. Field is Executive Sec- 
retary of the New England Shoe and 
Leather Association and the Secretary 
of the Boston Boot and Shoe Club. The 
other officers elected were: Vice-Pres- 
ident, Carl S. Whittier, Last Manufac- 
turers’ Association, and Secretary- 
Treasurer, Grace E. Cooke, National 
Employment Board. 





OEM Handbook Available 


WASHINGTON, D. C.—An “OEM 
Handbook,” describing the functions and 
organization of the war agencies with- 
in the Office for Emergency Manage- 
ment, has been issued. 

The 72-page booklet describes in de- 
tail the organization of the War Pro- 
duction Board, the Office of Price Ad- 


ministration and the other constituent 


agencies of the OEM. Personnel is 
listed in most cases down to the branch 
level in each agency. Included are or- 
ganization charts of the WPB and the 
Bureau of Industry Branches of the 
WPB Division of Industry Operations, 
as well as a chart showing the relation- 
ship of the various Federal war agen- 
cies. 

Copies of the booklet are available 
in room 1591, New Social Security 
Building and from the Superintendent 
of Documents, Washington, D. C., and 
at OEM field offices. 


Harold G. Turnau 


CINCINNATI, OHIO—Harold G. 
Turnau, well known shoe artist of Cin- 
cinnati recently passed away after a 
short illness. Mr. Turnau succeeded the 
firm of Smith & Turnau. The office has 
been moved to 1504 Fountain Square 
Building. 

Since his death the business has been 
taken over by Joseph B. Dulley, who 
was associated with Mr. Turnau for 11 
years. Mr. Charles Eppinghoff con- 
tinues in the same capacity as pre- 
viously. 


Wolff-Tober Adds to Staff 


St. Louris, Mo.—Raymond Kohn, 
formerly of the Consolidated Trimming 
Corp. of Brooklyn, has become asso- 
ciated with the Wolff-Tober Shoe Manu- 
facturing Co. in the production end of 
the business. Mr. Kohn is a son-in-law 
of Sam Wolff. 

Anthony Schleuter has become credit 
man and office manager of the com- 
pany. He was formerly connected with 
Hamilton-Brown Shoe Company and the 
Collins & Morris Shoe Co. 








Roberts Elected 
To Credit Association 


NASHVILLE, TENN.— Rhue Roberts, 
secretary-treasurer of Bell’s Bootery, 
has been elected a director of the Nash- 
ville Retail Credit Association, of 
which he is a past president. 
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Classified and Want Ads 





SALESMEN WANTED 


FOR SALE 


WANTED TO PURCHASE 





OOKING for live-wire representative to 

cever Oklahoma and Texas with beautiful in- 
stock line of Novelties, Play Shoes and Sport 
Oxfords; will consider drawing account. Give 
references, experience, other necessary informa- 
tion in first letter. SUPREME SHOE COM. 
PANY, 1328 Washington Ave., St. Louis, Mo. 


A REAL MONEY MAKING OPPORTU- 

NITY for live wire salesmen for Ohio, 
Michigan, Indiana, Illinois, Iowa, Missouri, 
Kansas, Oklahoma and Nebraska to sell a fast 
styled line of in stock Ladies’ Novelties, Sport 
Oxfords, and Arch Support Shoes, retailing 
from $1.98 to $2.45. Proven patterns from the 
best factories in this grade. Priced right. Com- 
mission basis only with no advances. We make 
deliveries. Give full details as to experience, 
age, territory covered, present and past em- 
ployers and volume of sales. BOSTON 
NOVELTY SHOE CORP., 120 Lincoln St., 
Boston, Mass. 


HELP WANTED 














WANTED 


FOR CHIEF MECHANIC 


MAN WITH ELECTRICAL 
ENGINEERING DEGREE 


Address : Box B-564, BOOT AND SHOE RECORDER 
140 Federal Street, Boston, Mass. 











MaLE SHOE BUYER: Chain Department 

Stores has opening for alert Shoe Buyer; 
must be familiar with unit control and under 
stand promotion of family type shoes. Write 
complete details, stating age; salary; education: 
experience; references. All matters held in 
strict confidence. Address #563, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 


POSITION WANTED 


Y OUNG Chiropodist with excellent experience 

in Orthopedic Shoe fitting desires position 
witk good potentialities for growth, or part 
interest in small shop. Prefer in or around 
Chicago but will consider other locations. Ad- 
dress #560, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 











LINE WANTED 


Two EXPERIENCED SALESMEN large 

retail following entire Eastern territory. 
want Line Women’s Low Heeled Shoes, straight 
commission basis. Our own office Marbridge 
Building. Address #559, care Boct & Shoe R-- 
corder, 100 East 42nd Street, New York, N. Y. 











FOR SALE 
AVAILABLE PROMPTLY FROM NEW YORK 
EXPORTER 


235 CASES FANCY HEAD HOBNAILS 
3/8; 460 CASES HAND SHOE TACKS 
SIZES 42 TO 3. 


Address Box 558, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 











SELL YOUR SURPLUS STOCKS 
to 


KIRSCH-BLACHER CO., INC. 
established 1915 
We tuy surplus or complete stocks of shee: 
from retailers, jobbers and manufacturers. 
Visif our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








A DRIAN X-Ray Model late Fall 1938; excel- 

lent condition; used very little; Priced 
$450.00. Mid-West location. Address #561, 
care Boot & Shoe Recorder, 100 East 42nd St. 
New York, N. Y. 





NUSUAL OPPORTUNITY: Only shoe store 

in high grade town in North Jersey, near 
New York City; just moved into new salon 
type store after being established four years; 
showing a profit that a competent man can 
increase without limit. Inventory $12,000 
Highest offer takes it; quick action needed as 
owner is under immediate draft call. Address 
#562, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





HOTELS 








HOTEL ATLANTIC 


A convenient downtown hotel with 
reasonable rates from $2.25 up. 


CLARK NEAR JACKSON 
CHICAGO 


S 


FOR A GOOD DAY'S WORK 


IN ST. LOUIS 


COMPLETELY AIR-CONDITIONED - RATES FROM $3.25 




















Superior, Wis.—Twenty-nine down- 
town stores here are remaining open 
until 9 P. M. on Thursdays to serve 
the shopping needs of defense workers, 
and at the same time to relieve con- 








SHOE STORES WANTED 
FOR CASH 
Men's, women's, children’s shoes retailing 
from $5.00 and up. Short term leases as 
sumed. to 


Onuasual references on request 








“ 
CASH 
For Bntire Stocks or Surplus Merchan- 
dise. This is a good time to dispose of 
them. We can use any quantity and 
pay the highest prices. 


CAMITTA SHOE COMPANY 


120 N. Fourth St., Philadelphia, Pa. 
Phone Lombard 2062 








BUYERS OF 


MANUFACTURERS—RETAIL&ERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stosks. 
Branded or A a 
Write, wire or phone. 


BARSH & 
19 N. Fourth St. 





CEASAR 
Philadelphia, Pa. 
Phone Market 1 








WE BUY 
and Retali 


— Wholesale 
Stocks. Also randed Shees such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver. Queen Quality, 
tonians, Stetson, Red Cross, Nuon-Rusk, Ete. 
IRVIN RUBIN 
“The House of Jobe” 
88 Reade St... Cor, Charch 
Phone Barclay 7-7887. New Vork Clty 

















gested transportation conditions. Shoe 
merchants participating in the Thurs- 
day night opening plan include the 
Tradehome Shoe Store, Abrahamson 
Family Shoe Store, Vogue Bootery, and 
the Kinney Shoe Store. 








CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
© Advertisements for this page must be in our New York Office on Friday of the week preceding publication 


per word. Minimum 
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Protect the Families 
of Navy Men! 


care for Navy men and their 
families—(this includes the 
Marine Corps and the Coast 
Guard Welfare)—the Citizens’ 
Committee of the Navy Relief 
Society is asking for your help. 





Committee, 730 Fifth Ave., New York. 











Cooperate in Patriotic 
Celebration 


RACINE, Wis.—As in previous years, 
the Racine Fourth of July Goodwill 
Committee has solicited the support of 
local citizens to stage an Independence 
Day celebration consisting of a parade, 
free refreshments and games and con- 
tests for children, entertainment and 
fireworks. 

This year Victory Booster stickers 
were available from local newspaper 
carrier boys for each 25 cents contrib- 
uted. Local shoe and leather firms sup- 
porting this year’s observance through 
public announcements included the B. D. 
Eisendrath Tanning Co., Johnson Boot 
Shop, Lau Shoe House, Lloyd’s Walk- 
Over Boot Shop, and Stilb’s Shoe Store. 


Contract on Match Accessories 


Cuicaco, ILt.— “Wear Colors that 
Match or Contrast with Your Costume” 
is the theme used by Mandel Bros., loop 
department store, in promoting summer 
accessories including shoes. A series of 
dramatic displays throughout the first 
floor section carry the legend “Contrast 
—Striking as Sunshine and -Shadow” 
used behind counters, on top of count- 
ers, and in display cases. Black hose, 
bag and shoes are shown with a black 
and white outfit, green hose and shoes 
with a green outfit, and red accessories 
with red. Bright playshoes are also 
shown in the ankle sock collections. 
Special attention to white shoes to wear 
as contrast with black and black patent 
as contrast to white along with match- 
ing handbags are shown in the hand- 
bag section. 
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Relax Child Labor Law 


MiLwaukKee, Wis.—Because of the 
shortage of help in many Wisconsin 
businesses, including shoe stores and 
plants, the state industrial commission 
recently amended the child labor law 
governing the employment of minors 
to permit them to work longer hours 
for the duration. 

The amended law permits minors 17 
years of age to be employed 8 hours a 
day, 48 hours a week in ‘a six-day 
week. During the reguiar school vaca- 
tions, minors between 16 and 17 will be 
permitted to do the same amount of 
work. ; 

During regular school vacations, 
minors between 14 and 16 may be em- 
ployed 8 hours a day, 40 hours a week 
in a six-day week but their employ- 
ment must not start before 7 A. M. nor 
last after 6 P. M. 

The child labor law in Wisconsin has 
in the past limited the employment of 
minors between 16 and 18 years of age 
to a 40-hour week, and between 14 and 
16 to a 24-hour week. 

Shoe retailers have had some diffi- 
culty in obtaining salespeople and a 
shortage of suitable female office help 
in the industry has also been reported. 
It is possible that the relaxing of the 
child labor law by the industrial com- 
mission will help to bring about a solu- 
tion to this problem. 


Training Shoe Saleswomen 


PORTLAND, OrE.—Need for training 
women in wartime to meet replace- 
ments because of selectees drawn from 
the fitting line, to cope with present- 
day conditions and provide an exten- 
sive knowledge of modern merchan- 
dising has become so urgent in Port- 
land that a special course of instruction 
has been established. J. O. Byrne, 
buyer of Charles F. Berg’s large shoe, 
hosiery and women’s specialty shop of 
Portland has been named as special in- 
structor, and Mrs. Ruth Myers, co- 
ordinator of the new distributive 
education in the Portland public school 
system. Besides co-operation of Mr. 
Byrne and of the co-ordinator herself, 
members of the Portland Retail Trade 
Bureau and its large group of stores 
are behind the project to train an 
adequate number of shoe saleswomen, 
shoe-fitters and expert merchandisers 
to fit present requirements. 

New women’s classes at the Portland 
school are to be given elaborate educa- 
tion in footwear retailing. Classes are 
including in their curricula a basic 
knowledge of leathers along with basic 
shoe construction. Accurate shoe-fit- 
ting as well as style will be taught, 
along with careful stock-keeping, and 
a rudimentary knowledge of the pres- 
ent shoe situation itself. 

The women will be schooled in hand- 
ling customers. They will also be 
coached in the proper procedure for 
making a sale and ways and means of 
building goodwill and better relations. 





MERCHANTS NEEDS 





BRANNOCK 
SHOE FITTING DEVICE 


1, FIT BETTER—SELL MORE 
increase repeat sales 


2. ATTRACT NEW CUSTOMERS 
more professional skill 


3. CUT FITTING TIME IN HALF 
fewer try-ons; more sales 


Write for Scientific Folder and 
jist of manufacturers offering 
Brannock Devices at special co- 
operative price. 





Drop in Canadian Production 


MONTREAL, CAN.—The first drop this 
year. in the production of leather foot- 
wear in Canada occurred in April, 
when the total quantity manufactured 
was 2,774,128 pairs compared with 
2,921,536 in March, the Dominion Bu- 
reau of Statistics reports. Production, 
however, remains higher than a year 
ago and shows an increase over April 
last year of 82,880 pairs or 3 per cent. 
During the first four months of this 
year 10,785,695 pairs were manufac- 
tured compared with 9,332,440 in the 
like period of 1941, an increase of 
1,453,255 or 16 per cent. 





Retires from Partnership 


Derroit, Micu.—Irving R. Meisner 
has withdrawn from partnership in the 
B and M Shoe Company, operating a 
leased department for women’s shoes 
in Maxine’s, popular-priced downtown 
women’s wear store. Julius Bello, who 
was the other partner, remains as sole 
owner of the business, and is now in 
direct charge of the department. 


Detroit Notes 


Detroit, Micu.—Clyde K. Taylor, 
head of Stuart J. Rackham, Inc., and 
past president of the Detroit Retail 
Shoe Dealers’ Association, has been 
named to the Detroit rationing board. 
Steven J. Jay, vice-president of R. H. 
Fyfe and Company, was named co-or- 
dinator of shoe stores for the Detroit 
Office of Civilian Defense. 


























Does Your Business 


BEGIN 
at the 


BEGINNING ? 

















The baby who crawls, tod- 
dles or takes its first step is 
a very important customer, 
too! Get this business— 
and you'll keep that mother 
as your customer each year 
as the child grows older. 


Concentrate on this busi- 
ness with Dr. Posner’s 
Ritestarts. They’re flexible 
—they’re made by a mod- 
ern process — they’re na- 
tionally advertised — and 
our large in-stock service 
means immediate delivery 
with less investment and 
greater profit for you. 


Write for samples and 


complete information. 
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Boot and Shoe Recorder 








Here's what 
you gain.. 


WITH CONSISTENT USE OF 


SHOE MACHINERY 
LUBRICANTS 





1 REDUCED WEAR AND BREAKAGE 
Using the right lubricant in the right way 
2 MORE CONTINUOUS PRODUCTION and at the right time keeps parts from 
wearing excessively and minimizes the in- 

3 REDUCED POWER CONSUMPTION | convenience of factory tie-ups. 


4 SMOOTHER RUNNING MACHINES Today it is more important than ever to make 
machines and parts last longer through 


5S MORE AND BETTER WORK proper maintenance and lubrication with 
specialized industrial oils and greases. 


aR ak Ne NS 
LUBRICANTS ARE LIFEGUARDS FOR YOUR MACHINES 

For a condensed picture of the lubricants needed for 
your machinery ask a “UNITED” representative Some shoe machines run at high speeds, starting and stop- 
for a copy of “Lubricants Recommended for use on 


WC Machines”. Hen desire, he will also be glad 
to discuss means for achieving better, more effective under heavy pressure. Several lubricants made to meet 


lubrication in your factory. 
ch dried different conditions are desirable for most efficient opera- 


tion and maximum protection from wear. 


ping suddenly, while others run more slowly but with parts 


TAKE GOOD CARE OF WHAT YOU HAVE 


Lubricants properly used 
will help prolong the life of 
shoe machinery. In these 
critical times, conservation 
is vital. Moke oil your 
Ammunition. 


s | 


























T GERBERICH-PAYNE SHOES 


Viera to the security of America are boys from 8 to 16. Their 
health and well being isa prime consideration, and their foot 
health a most important part of it. 


Because Gerberich-Payne Shoes, including Gerberichs, Stride 
Rite, Junior Arch Preserver and Official Boy Scout Shoes, 
represent the finest shoes that could be fitted to any boys 
feet, dealers selling them are doing a National Service. 
Gerberich dealers find it practical and profitable to render this 
service too, thanks to a fair mark-up on every pair, and prompt 
replacement from an In-Stock Service that really works. If's 
worth YOUR while to sell Gerberich-Payne Shoes. 





